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CREATIVE 
FOLDING GARTONS + COUNTER AND WINDOW DISPLAYS 





SUGAR AND SPICE AND 
a eaeten IL. NICE 


a IN prreliicr 


PACKAGES 


Speed up Sales! — Whatever your product, 
you can stir up new consumer interest 


with a package that glorifies its contents. 


You'll find us expert in the design and 


manufacture of “prettier. packages — 


TO SPEED UP SALES. 
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STYLISTS AND MANUFACTURERS 





CELLULOSE WINDOW BOXES 
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PHOENIX FLAME, a monthly publication 


having to do with the packaging of foods, drugs, 





cosmetics, chemicals, wines and liquors. In- 





formative, instructive, entertaining, helpful. Edited. by Hig. 
Contributing editors: Dr. A. W. Bitting, Dart Smith, Prof. Dexter 


Williams and An Amateur Researchist. Cover designs by 


Dale Nichols. Photographic illustrations by Heetfield-Tillou. A 


beautiful example of modern design, photographic illustration, 
engraving, typography and printing. Mailed without charge, 
without obligation, to users and prospective users of Phoenix 


Metal Caps and Cone Top Cans. Use your letterhead, please. 


PHOENIX METAL CAP CO. 


2444 W. SIXTEENTH ST., CHICAGO :: 3720 FOURTEENTH AVE., BROOKLYN 
NOVEMBER 1935 
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NEXT MONTH 


n recogniti 
being made 
motive 
parts: 


Our December issue will feature this 
timely subject. Actual case histories 
are being secured from leading au- 
tomotive manufacturers in various 
branches of the industry. Many illus- 
trations. 

In every way this issue will undoubt- 
edly carry the most complete presenta- 
tion ever attempted on the packaging 


f automotive parts and accessories. 
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CASE IN CARTONING PROBLEMS. 


ONE REDINGTON Replaces Three, 
TWO OPERATORS REPLACE NINE - - 


for Cartoning The Famous 


Pro-phy-lac-tic Tooth Brush 


ETWEEN 1922 and 1925 the Pro-phy-lac-tie Brush Co. 
of Northampton, Mass., purchased three Redington 
Machines for cartoning their world-famous tooth brush. 
These Redingtons were then the best equipment obtainable 
for this unusual and difficult cartoning job. But numerous 
improvements and changing needs made these older types 
obsolete. 


STUDIES 



























Today one new Redington Continuous Loading Cartoning 
Machine is doing the work of three old types. Instead of 
nine operators, only two are required—a saving which prac- 
tically paid for the machine the first year! 





= o oe 


What’s more, the new Redington has two special features 
to fit Pro-phy-lac-tic’s special needs: 1. A device for de- 
pressing the carton flap which holds the brush in place so 
that the bristles are always in full view. 2. A means for 
printing with printer’s ink the color of the handle on the 
tuck flap of the carton. The cartons themselves are loaded 
continuously at one-fifth the machine’s operating speed— 
an exclusive Redington feature. 


ONE MACHINE instead of three for cartoning the entire out- 
put of Pro-phy-lac-tic Brushes! One-third the floor space 

. one-third the operating power. Two more reasons why 
the new REDINGTON Continuous Loading Cartoning Machines 
are more economical. 


This is only one example of how this “Most Complete 
and Perfect Cartoner Yet” is replacing obsolete equipment 
for handling collapsible tubes, jars, bottles and other car- 
toned products. Perhaps yours is a similar problem. A 
— sample of your product will help us tell you. 


- ¥ F. B. REDINGTON CO. (Est. 1897) 


110-112 So. Sangamon St., Chicago, III. 


REDINGTON 





NOTICE BRUSH PRINTS NAME . , 
THE FLAP EASED IN OF COLOR Continuous Lo ading 
This flap is depressed The tooth brush is A Redington special 
to hold the brush in gently and _ continu- device prints with 


position so that the 
bristles are in full 
view—always. An- 
other example of Red- 
ington adaptability. 


ously eased in at one- 
fifth the machine’s 
high speed. There is 
no clatter or bang in 
this Redington’s op- 
eration. 

















printer’s ink the color 
of the handle on the 
tuck flap of this 
straight tuck carton. 
Maybe your product 
requires this. 





CARTONING MACHINES 





Also: Cellophane Wrapping, Carton Sealing 
and Special Packaging Machines 













SPEED— 
150 Pro-phy-lac-tic 
Brushes are complete- 
ly cartoned every min- 
ute—5 every two 
seconds! That’s speed! 
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RUGGED ie EMPTY CARTON 

CONTINUOUS CONSTRUCTION BALANCED STOPPER 
einensiien Our engineers insist Pans , ares 
Cartons are loaded continu- upon rugged con- Another important factor is feeding of omnes in- 
ously at about one-fifth the ; perfect balance in design. to empty pockets. That 


struction to stand up 
under the high oper- 
ating speed. 


means minimum 
waste; practically 
eliminates chance of 
shipping empty carton. 





Less carefully designed ma- 
chines would “crack” under 
the strain—not Redingions. 


operating speed—an exclusive 
feature that adds years of ef- 
ficient life. 


PACKAGING (2) TRY REDINGTON FIRST 


<< 


IF IT’S 








olded of RESINGX 


There is a Resinox molding material for every molding need. 


Ask your molder for detailed information, or write 
Resinox Corporation, 230 Park Avenue, New York, N. Y. 
MODERN PACKAGING 














a 


Smpodant occastons tegutre 


@ @ @ and what isa more important occasion than 
the introduction of your productto the buying public. 
(Competition is keen, and on the shelves of the 
store where your goods are for sale, it is prob- 
ably a little keener than it is anywhere else. In these 
days of eye-appeal, you can't attach too much 
importance to the appearance of your package. 
( EGYPTIAN PAPER COATING LACQuER is the “full dress” 
for your label, carton, box wrap, cover, or display. 
( EGYPTIAN PAPER COATING LACQUER is durable... Be- 
cause it is an extremely hard finish, it is impervious 
to dirt and dust and therefore easy to keep clean... 
It is flexible, colorless, and odorless...It is glossy. 
Q EGYPTIAN PAPER COATING LACQUER is formulated for 
application by regular roller-coating machines; 
such as are used to apply ordinary spirit varnish. 


It dries quickly and does not become tacky nor 


does it scratch easily or scuff with handling. 
QWe invite your inquiry for further details. 


x 


THE EGYPTIAN LACQUER MANUFACTURING COMPANY 
90 West Street, New York 


This insert is treated with one coat of 
EGYPTIAN PAPER COATING LACQUER 

















“The 


excellent service we 


have always received from 


all departments of your organ- 


ization has contributed to our 


se : ec : 
Your great satisfaction in having 


service on replace- your equipment in our 
ment parts is extraordinary, 


as we have very often had re- 





placements made within 






REVEAL 
ANOTHER 
REASON FOR 


‘LOWER COST PER CONTAINER 


thirty-six to forty-eight 


hours after ordering 


come to feel that we 
can depend upon you to 
give us practical and workable F 


working equipment in every fam 
U 


detail or, if it is not right, 
that you will make 


it right.” 


“We are 
particularly well 


pleased with your serv- 


ice in installing and 


this 


maintaining 


equipment.” 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 
Michigan Avenue; San Francisco, 320 Market Street; Los Angeles, 
443 South San Pedro Street; Melbourne, Victoria; Sydney, N.S.W. 
and No. 41 Whitehall, London, S. W. 1. 


PNE 
Bottling Cgedpomeent 





Service is an oft used and oft abused word. It can mean much of 
little—how much or how little only experience can prove. Therefore 
these comments of Pneumatic customers are more than interesting. 
They substantiate what we are about to say —that Pneumatic has 
always made every effort to render the best type of service in the 
field. For this purpose it maintains among other things the largest 
inventory of “in stock” parts in the industry. For this purpose it 
maintains road men who are constantly seeking opportunities to 
help Pneumatic customers. Finally, and this is quite as important as 
all the rest, there is the Pneumatic attitude that our responsibility 
for the smooth and satisfactory operation of Pneumatic equipment 
in your plant is never-ending. Such an attitude together with un- 
equalled facilities for service guarantee you the highest type of satis- 
faction and the “lowest cost per container’’ with Pneumatic Machinery. 


SEE OUR EXHIBIT AT THE 
FIFTEENTH EXPOSITION OF CHEMICAL INDUSTRIES 
BOOTH NO. 22 
GRAND CENTRAL PALACE, NEW YORK 
December 2nd to 7th, 1935 


UMATIC SCALE 
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3 PRODUCTS of 
KIDDER PRINTING 


combine to @xporess 
the meaning of the 
tradename 


“THREE POINT” 
PRESS 


It is men’s thoughts which go into a product that 
establish its value of usefulness to the buyer. Here 
are the three qualities of printing machine excel- 
lence which are in our minds when we build Kidder 
“Three Point” Presses. The same three qualities 
are the reasons why Kidders are now turning 
out 90% of all wax bread wrappers, 60% of all 
vegetable parchment and 20% of all transparent 
cellulose. 





To answer your questions, “What are these three 
points in terms of the machinery?” and ‘How 
much do they cost?”, let us send you specific in- 
formation on the type of printing presses your 
firm uses (see illustrations below). There will be 
no obligation. Address the office nearest you. 





PROPER DISTRIBUTION OF INK 


As the artist builds up or tones down his 

- masses, the same measure of control is built 

U.PM.-KIDDER PRESS into Kidder “Three Point” Presses. The 
(COMPANY. Wacoz bora: yA To package wrap shown above is an example of 
ue : ara ante a good solid color—not the easiest printing 





PRIN TENG MACHINERY job. 
KRIDDER 


Chrysler Bldg. _—_‘ Fisher Bldg. 
DOVER, N.H. NEW YORK CHICAGO TORONTO 














MULTI-COLOR WEB PRESSES 


REDUCES OFFSET, SLIP. : —4 TO 6 COLORS ON FOIL, Ooeabs FANCY Fane 
FOR PUBLICATIONS, WRAPS, FANCY PAPERS, 


SHEETING. WRITE FOR OPAQUE PAPERS, CELLULOSE 
BOOKS AND CATALOGS 1 TO 5 COLORS. 


CHAPMAN NEUTRALIZER 1 AND 2 SHEET ROTARIES ALL-SIZE ROTARIES 


THIS BULLETIN WRAPPERS, AND LABELS 
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CONTROL OVER THE PAPER 


Six colors at high speed present a register 
problem that challenges the skill of the 
press-maker. The example shown below is 
three colors only—yet the Kidder Press that 
prints them at tremendously high speed de- 
serves full measure of credit for the accurate 





register. 










ACCURACY OF THE IMPRESSION 


Between the original and the reader, loss of 
tonal values must be kept at a minimum. 
This package, in green, yellow and red, is a 

s ’ 27 ¢ 9 As 
good example of accuracy of the impression 
in waxed paper printing. 














MULTI-COLOR WEB PRESSES BED AND PLATEN PRESSES SLITTERS AND REWINDERS GOLDEN ARROW BRONZER 





(ARC TYPE) — FOR BREAD —TICKETS, LABELS, BOXES — HIGH SPEED COL ie ei aoa ODER 
WRAPS, FANCY PAPERS, ' CYLINDER BRONZERS _DES. 
1 TO 5 COLORS. CARTONS. WITHOUT INTERWEAVING. CRIBED IN THIS BULLETIN. 


983 
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OME concerns spring full-grown into 

being, organized on a large scale at the 

start. But Anchor-Capstan is not one of 
these. Its growth has been steady and sure, 
grounded on products well conceived and well 
made, on services well rendered. Little by 
little this institution has been built and en- 
larged... but only as far as it has met and 
satisfied the growing needs of the packaging 
industries for sealing product after product 
in glass. 
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At first gradually and feeling its way, in recent 
years the progress of this organization has 
gained a momentum that has carried it to its 
present size. In brief, Anchor-Capstan is today 
a living manifestation of the irresistible pro- 
gress that flows from the adequate perform- 
ance of an essential service. Never could it 
have reached the place it has, otherwise. Out- 
wardly the big Anchor-Capstan buildings may 
look like other modern factories but into each 
... brick by brick... . has been built something 





which in a man would be called character. We 
all know certain people, usually we refer to 
them as “leading citizens’, who are sub- 
stantial, practical, conscious of their duty to 
their neighbors, progressive without being 
radical, imaginative without being trigger- 
brained, and honest. That’s how we like to 
think of the brick and steel, the men and 
machines that make Anchor-Capstan products. 


BY JJRIC 


Across the East River in New York City, 
among the hills of Connellsville in Pennsyl- 
vania, in Salem, New Jersey, and up in Toron- 
to, Canada are the Anchor-Capstan plants 
... modern, well equipped manufactories de- 
voted to the making of fine closures, glass 
containers and sealing equipment. Each was 
constructed as part of the practical ideal to 
render to Anchor-Capstan customers not only 
the highest in quality and the best 
in service but to give them all the 
economy of high-speed, mass pro- 
duction and controlled, accurate 
precision manufacture. 


ANCHOR CAP & CLOSURE CORPORATION sk 


LONG ISLAND CITY, N. Y. 





ANCHOR-CAPSTAN 


Hk GLASS CONTAINERS A CLOSURES 
He SEALING EQUIPMENT 
He RESEARCH ae PACKAGE DESIGN 


5 STAR SERVICE 


CAPSTAN GLASS COMPANY 


CONNELLSVILLE, PA. 


These plants, too, house the groups of engi- 
neers, chemists and research men rho plan the 
machines and processes which have brought 
to Anchor-Capstan recognition for great ad- 
vances in the art of modern glass packaging. 


* * * 


A volume could be written about the effici- 
encies of different Anchor-Capstan depart- 
ments; about the occasions when 
the manufacturing departments 
turn handsprings to keep up 
with unusual demands, about the 
lithographing and decorating de- 
partments that are not infre- 
quently called upon to meet 
emergencies on special orders, about the ship- 
ping departments which daily dispatch from 
one end of the country to the other products 
of our factories so that the production lines 
of our customers need never wait. If you are 
not now one of the thousands of companies 
using Anchor-Capstan service, may we suggest 
that you have an Anchor-Capstan representa- 
tive call on you and explain not only the 
men, methods and buildings back 
of this organization... but our 
various lines of products, what they 
do and where they are applicable to 
your special packaging needs. 


SALEM GLASS WORKS 
SALEM, N. J. 


Ww 


ANCHOR-CAPSTAN 
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GO ON PROPERLY 


COME OFF EASILY 


THROUGH PERFECT CONSTRUCTION 


The cap that seals perfectly . . . yet is the easiest to re- 
move! This verdict has been given to Mundet Screw Caps 
after repeated tests of their efficiency. As a result of perfect 
design and precise construction Mundet Caps are as 
smooth working as they are smooth looking. You don’t 
have to accept our enthusiastic word. If your present 
packages can be fitted with any of our stock sizes of caps, 
we'll be glad to send you free samples for a test of their 
merits. Mundet Molded Screw Caps are made to withstand 
hard usage . . . are available in black or in colors, in 


standard sizes or designed to special order. 


e Send for free copy of ‘Solutions to Closure Problems.” 





MUNDET CORK CORP. 


BROOKLYN, N. Y. 


BRANCHES IN ALL PRINCIPAL CITIES 


Manufacturers of Cork and Molded Closures of All Types 
ld LL 6 dT TTwt=tTL ST Lz, A. ee tte ee ee cr 
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FOODS + MEDICINES 
TOILETRIES 
ADHESIVES «+ PAINTS 
POLISHES « LUBRICANTS 





NEW ENGLAND 
COLLAPSIBLE TUBE CO. 


21-33 WALLER ST. NEW LONDON, CONN. 
3132 SOUTH CANAL ST. CHICAGO, ILL. 
500 FIFTH AVE., NEW YORK 
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PACKOMATIC 


PACKAGING MACHINERY 


WILL HELP You 
FIGHT To KEEP 
9 on ee A 


MODERN 
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ok The opposite side of this sheet 
was lacquer coated before printing. 
Notice its hard surface which repels 
grease, water, and dirt. Notice its 
brilliance! Lacquer coating is not 
expensive. Lacquer can be applied 
with equal facility before or after 


printing. 











-- «+ UNDER THE SKIN 


Black or white ... Burmese or Bostonian . . . one-half of the world 
apart ... but united as sisters in their universal desire to possess 
things of brilliance and beauty. 


That is why lacquer now plays such an important part in today’s 
packaging problems. That is one reason why a rapidly increasing 
number of manufacturers are packaging their products in 


LACQUER-COATED PAPERS 


Lacquer adds brilliance to any printed package . . . brilliance that 
repels dust, dirt, grease, and fingerprints. 


Lacquer helps to preserve the packaged contents. Lacquer-coated 

wrappings assure factory freshness of product and package, even 

after months of delay at warehouse or retail store. Lacquer coat- 

ing reduces spoilage of product and package, minimizes costly 
returns, and increases sales. 


Investigate lacquer as an effective but inexpensive protection. 
Compare the brilliance of lacquer coatings with unglazed sur- 
faces. Ask your paper or package maker for complete information 
concerning Lacquer-Coated Papers.* 


(OMMERCIAL SOLVENTS (ORPORATION 


230 (PARK AV ERELLE, NEY SeOoRak IN. OY. 





NOTE: While Commercial Solvents Corporation does not manufacture lacquer, it supplies the coat- 
ings industry with important materials —Butanol and Butyl Acetate C.S.C.—which are determining 
factors in lacquer quality. 








You win the decision when you use CCS Caps... 
because, making better closures for glass containers has 
been the business of CCS for nearly half a century. Its 
exhaustive research and testing have developed seals 


which provide the best possible protection for each par- 





ticular glass packed product. The judgment of more than 


twelve thousand users of CCS Closures is the verdict 





CCS VPO CAP 


A new and revolutionary 


that assures you of their dependability. 


: SCREW CAPS LUG CAPS CROWNS DOUBLE SHELL CAPS 
or } y n sure 
re eee closu VACUUM CAPS Vv. P.O. CAPS MASON CAPS CAPPING MACHINERY 


CROWN CORK AND SEAL COMPANY ¢ BALTIMORE MD. 


Mtl: Largest Makers of Canes po Gas Contin 
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d users of “NATI 


'—Bond Weighers, Sco 
United States Automatic Box woetwes aes = 
Box Machinery Co., Inc. bearing PA 


en t 
+ our home or branch offices as we aways have be 
d distributor of these machines. Write 


NOTICE TO THE TRADE an air 
Box Machinery Co. 
Sealers, made by 
States Automatic 
are needed, contac 
sole manufacturer an 














THE NATIONAL WRAPPER.... 





. « « One of over thirty 
different types of U. S. 
Automatic packaging 
machines providing 
speed and savings for 
hundreds of outstanding 


concerns. 


The National “Cellophane or Wax Wrapping Machine," 
now available in two sizes, offers the packager the utmost 
in flexibility combined with high-speed, fully automatic 
wrapping. 
boxes. The larger machine is adjustable from a minimum 
size of I!/, x 2 x 3” to a maximum of 4 x 634 x III”. 
The smaller model has a range from '/, x 3% x 134” 
to 2x 4x 6”. 


lt can handle one-piece cartons or two-piece 


and machines made by 


nd Cartoning 
plates; w 
he only manu 
latest folders. 


United States Automatic 
Liners, Wrappers, Carton 
Machines made by United 
hen servicing and repair parts 
facturer and are now the 


Transfers, 
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. the larger 
being eight foot three inches wide and nine foot three 
inches long—the smaller seven foot six inches square. 
Both operate entirely automatically, requiring no oper- 
ators or attendants and both use only one to one and 
a half horsepower. 


Both occupy a minimum floor space 


Investigate these unusual, economical, flexible machines 
. . « developed by the same engineers who have per- 
fected the entire National line. Write today. 











NATIONAL PACKAGING MACHINERY CO. 
Qwned and Operated By 


UNITED STATES AUTOMATIC BOX MACHINERY CO., 


Newtonville, Boston, Massachusetts 


CLEVELAND CHICAGO SAN FRANCISCO 


Cellulose Film and Wax Wrapping Machines 
Collapsing Machines 

Cartoning Machines 

Combined Sealing Machines 


BRANCH OFFICES: NEW YORK 


Carton Forming Machines 
Bottom Sealing Machines 
Lining Making Machines 

Gross Weighing Machines 


INC. 


LONDON, ENGLAND 


Top Sealing Machines 

Paper Box Forming Machines 
Net Weighing Machines 
Taping Machines 
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... for A. C. M. Clay-Coaited Cartons’ 
—say Industrys Leaders 


Manufacturers whose products have peal" on shelf or counter of cartons made 
proved definite successes in their competi- of brilliant A.C.M. Clay Coated Board. 


tive fields have shown a decided prefer- A , Coat: Se eo ee 
ence for A.C.M. Clay Coated Cartons. BOSS. SRE Serre anh tee ae 


of manufacturers interested in improved 
These men know the value of the added cartoning. Write and one of our consult- 
display—the cleanliness—the “eye ap- ants will call without obligation. 





AMERICAN COATING MILLS INC. 


CARTON DIVISION 
CHICAGO ELKHART, INDIANA oe a oe et 


Wrigley Building William Oliver Building 
i ns nO a Ge Ol OO A eo ee oe Ok Se ee 














A Fully Automatic Washer £ 


For the discriminating 
bottler whose products 
require thoroughly 
cleaned washed con- 
tainers. 
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HIS new “AWD” Washer is ideally 
adapted to operate in a fully automatic 
or semi-automatic bottling line, particularly 


where large production is required. 


It has a capacity up to 180 containers per 


minute. 


It will handle any size or shape of container. 
It is fully automatic in operation. Simply 
place bottles or containers on feed chutes and 
they are automatically fed to cups on flights 
—carried in an inverted position to sprays 
and then are delivered in an upright filling 
position to conveyor belt, where they ride to 


the filling machine. 


WI 


Agitators 

Belt Conveyors 
Cappers 

Corkers 

Cooling Conveyors 


U. &S. BOTTLERS 


PACKAGING 
ENGINEERS 














It can be readily synchronized with other 


operations by means of the variable speed 


control furnished as standard equipment. 


Three types of feed: 


Slide Feed for hand loading of containers. 


?. Unscrambler Feed for handling round con- 
tainers by the case, making it possible for a 
single operator to handle as high as 180 con- 


tainers per minute. 


°. Roll Feed for handling round tin containers 
from the floor above, which are fed by gravity 
direct to washer, eliminating the need of an 


operator at the machine. 


MANUFACTURE and INSTALL 
Filters Dryers 
Pumps Vacuum Fillers 
Strainers Accurate Measure Fillers 
Washers Siphon Fillers 


Water Stills 


MACHINERY CO. 


Storage Tanks 


Offices in all principal cities 


4030 No. Rockwell Street 


Chicago, Illinois 
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UTILITY 


WITH THIS DUAL-USE PACKAGE 


Something new—something different. Is that your goal in we 
the ceaseless search for packaging improvements? If so, 


let G-E expert designers and engineers aid you in achiev- 


ing results with TEXTOLITE. 


This combination belt and cigarette container, designed 
for the Pioneer Suspender Company and molded of 
TEXTOLITE by General Electric, combines beauty of de- 
sign and molding. Note particularly the decoration, and 


the utility in the arrangement for opening and closing. 


Consult General Electric plastics specialists on your de- 
sign problems. A copy of “General Electric Complete 


Molding Service,” sent free on request, will tell you the 


advantages of each grade of TEXTOLITE. Plastics 





Department, General Electric Co., West Lynn, Mass. 


943-57 


GENERAL @ ELECTRIC 
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Spotlight your products from the time they 
leave your plant to the time they move off 
your dealers’ shelves... . Cartons and ship- 
Jobb ale Mot-¥-1-1-MRot-b ae ol-MEol-J-5 Ue p al-Xo MR Col of-WE- Wa Ze) Co) Kel 
stimulus to sales. « In transit, Concora ship- 
ping cases powerfully advertise your prod- 
1 Co} I CoM d aXe) PET. bao l-Moy a ol Yo} 0} (- MN 60D d-1¢-00 M1 Co} d-1R 
Concora folding cartons dominate the 


IB IINE: 


this simple way 


shelves, move your goods for faster stock 
turnover. ... Thus sales appeal is doubled 
Sota gM Ores aColoy c- WE} ab ho} ob bate MMor-T-1-1-MMs (-1-31e pal-1e MB bal 
pa -VEVG Coy aM CoM col bt a Oley aColos ¢- WB Co) (ob bale Mot-b aco) ot 
LOLoy Koleos s- We Lo) Cob bale MRot-b aco) ot-Molossaltet-td-1- ME Fale| 
Yo) 6Xo Mb 30 0) ¢- EJ abo) op bale Mol-C1-1- 9-0 a= uct-¥ 9 bate MTV C-S 
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the same for you. 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 W. WASHINGTON ST., CHICAGO, ILL. 


MILLS, FACTORIES, SALES OFFICES AT STRATEGIC LOCATIONS 








The diver... a triumph of ''form' 


Standard-Knapp case sealers . . . triumphant in performanc 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING. MACHINES 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. Sn Or NCTC) CLEVELAND SEATTLE 
420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 


LOS ANGELES SAN FRANCISCO LONDON, ENGLAND 





the Box Storage Problem 


Are you cramped for space? Do you need room for more machines 








METAL EDGE 


—the Packaging 
Method 


STUDEBAKER 




















or more workers? The versatile M.E. Method will show you how 
to get it...and at the same time give you more effective packages. 

Metal Edge packaging, besides providing better and stronger 
paper boxes (almost always at a lower ultimate cost), usually saves 


from 80 to 90% of the storage space that must be allotted for an 





adequate supply of set-up boxes. 

If you feel that your packaging could be improved in any respect 
... invite M. E. Method to make an analysis and submit sugges- 
tions. This will not obligate you — it’s an important feature of “the 


packaging method that’s engineered to fit your business.” 


National Metal Edge Box Company 


334 North 12th Street - + + Philadelphia, Pennsylvania 


METAL EDGE...STRONGEST PAPER BOX ! 
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Packaged in Bags by Royal, Transparent Steno-Cuffs manufactured 
by the Betty Ann Company are given the full sales benefits of 
visibility, are completely protected and delivered to their users 


fresh, bright and sparkling. 


The bag used for Transparent Steno-Cuffs is the Royal flat all- 
Cellophane type, ideally suited to such articles. This is but one of 
many styles of Bags by Royal. An extensive variety is available 
for a host of products which can profit by their protection and 
attractiveness at the point-of-sale. 


The Royal Package Development Department will gladly suggest 
the proper and most economical bag for your product. Write today. 


THOMAS M ROYAL & CO 


PHILADELPHIA USA 


NEW YORK CHICAGO DETROIT PITTSBURGH BOSTON 
ST. LOUIS MINNEAPOLIS SAN FRANCISCO DAYTON SYRACUSE 
FORT WORTH ATLANTA HOUSTON 
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NITROCELLULOSE 








NOTE: This advertisement 


is coated with a lacquer coat- 
ing containing Hercules Nitro- 
cellulose. Nitrocellulose lacquer 
(often called pyroxylin coating) 
is a superior covering for paper 
and paperboard. It is applied 
by a simple coating machine; 
ordinary printing press methods 
cannot be used. 


HERCULES POWDER, COMPANY 


INCORPORATED 
7 I AM INTERESTED IN NITROCELLULOSE LACQUER FOR USE 


ON 


NAME 


ADDRESS 
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Packages 


Catalog and 
Booklet 
Covers 


Magazine 
Covers 


Car Cards 
Window and 


Counter 


Cards 
Calendars 


Wrappers 


Lahels 


Menus 


WILMINGTON 


COMPANY 







Lacquer intensifies 
and brightens 
colors. 


It adds lustre. 


It is waterproof 
and washable. 


It withstands chaf- 
ing and scuffing 
in shipping and 
handling. 





Lacquered surfaces 
do not stick 
together or 
become tacky. 


Lacquer resists 
fats, oils, acids, 
alkalies, and 
stains. 


It does not discolor 
white or darken 
with age. 


Lacquered surfaces 
are not easily 
soiled by dust, 
dirt, or finger- 
prints. 


> DELAWARE 














NEW PUBLICATION 


Announced by the Publishers of 
MODERN PACKAGING 


Announcing the early publication of SHIPPING MANAGEMENT—a monthly maga- 
zine for Shipping Department Managers: 


This magazine is actually being ‘made to order’’ in content and policy, to serve 
the interests of this huge market. For a long time there has been a real need for 
a modern publication in the shipping field. The unique survey we made of this 
$4,000,000,000 market proved this demand beyond question—and many other im- 
portant points. 


SUBSCRIPTIONS — Shipping Department Managers have welcomed the new maga- 
zine enthusiastically. It will be filled with time and money-saving ideas. Regular 
subscription price $1.00 a year, but for a limited while we will send it FREE upon 
request of those who mention MODERN PACKAGING and state number of ship- 
ments they make. 

ADVERTISING—For those who serve the shipping market, SHIPPING MAN- 
AGEMENT provides a much-needed opportunity to tell their sales story to those 
alert, responsive users of shipping equipment, material and services. Many long- 
term, large space contracts have been booked. Advertisers and agencies are 
invited to write for special charter advertising rates in effect now. 


FIRST ISSUE, JANUARY 1936 


SHIPPING MANAGEMENT 


BRESKIN & CHARLTON PUBLISHING CORPORATION 


ALSO PUBLISHERS OF MODERN PACKAGING 









PACKAGING CATALOG MODERN PLASTICS 










425 FOURTH AVENUE NEW YORK CITY 


143 NEWBURY STREET, BOSTON, MASS. 







221 N. LASALLE STREET, CHICAGO, ILL. 





Ridgelo 
FOLDING 
BOXBOARD 


MADE AT 








IF YOU USE THE 
BEST CLAY CO 





@ Compare the carton made of RIDGELO Clay Coated Boxboard with one of inferior board. The RIDGELO 


carton is brighter, smoother, cleaner. It becomes a real selling “front” for your product. 
@ From a food necessity to a dainty cosmetic, insist on RIDGELO for the carton. Let us send you samples 


and a copy of The New Color Selector containing 169 ink combinations for packages. Write now! 


RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 
RIDGELO—‘‘THE BEST KNOWN NAME 1 N BOXBOARD ‘' 


Representatives: W. P. Bennett & Son, Toronto . A. E. Kellogg, St. Louis MacSim Bar Paper Co., Chicago 


Pacific Coast Distributors: Blake, Moffitt & Towne : Zellerbach Paper Co. 








BEFORE THE SALE: 
ATTENTION-COMPELLING 


AFTER THE SALE: 


USEFUL SERVING TRAYS 


In the new line of Hickock Belts and Sus- 
penders, an important feature is the use 
of Boynton Products. Above you can see 
that rare beauty of package is combined 
with complete visibility of the merchandise. 


BARWOOD is suitable for many articles 
in addition to trays—placques, figures, 


small boxes, and small novelty containers. 
And the re-use value of BARWOOD is so 
evident that sales are speeded up surpris- 
ingly. The cost is less than you'd think! 


Write us for complete information, or let us 
submit sketches and help design just what 


vou need. 


BOYNTON anv company 


1725-39 DICKSON STREET 
CHICAGO, ILLINOIS 
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NORTON ABRASIVES | 





RED HEAD 
UTILITY FILE 


NO. J'D2 


When a Splendid Old Line 
was Completely Re-packaged 







basnasivis 


RYSTOLON 









BEHR-MANNING Turned to Warnercraft 


“No trouble has been spared to make each box or display attractive 
to your store visitors and convenient and compact for you dealers 
and your jobbers”, says the trade announcement of “Norton 
Abrasives” in announcing the new packages. 





KANTBREAK 

KNIFE SHARPENER Arthur S. Allen Associates were the designers of the brilliant new 
Norton packaging, and we, The Warner Brothers Company, had 
the privilege of production. 
Set-up boxes, Folding Boxes, Display Cards and Cartons—our 
facilities adequately provided for almost the entire new Norton line, 
and in color, workmanship and precision faithfully executed the 
designer’s wishes and met the manufacturer’s needs. 


THE WARNER BROTHERS COMPANY 


BRIDGEPORT, CONNECTICUT 
200 MADISON AVE., NEW YORK AShland 4-1195 


24 MODERN PACKAGING 





SLES TAREE OREM 











FINE PACKAGES NEED 


There is an almost untouched field in photo- 
graphic packages. We believe some bright 
designer is going to produce packages that 
use a photographic motif—in black and white 
or in color—that will create a sensation in 
design and sales. 

We also believe that he will further enhance 
his striking designs if he works with Sherwin- 
Williams finishing engineers and utilizes all 
the sterling values of a high gloss finish on 
his packages—just as the photographer does 


on his photo. To any designer, or manufac- 
turer, interested in the possibilities of var- 
nished or lacquered packages, write The 
Sherwin-Williams Company, Cleveland, 
Ohio, and all principal cities. 

This page is coated with a new chafe resisting Sherwin- 
Williams finish recently developed in our laboratories. 
Test it yourself by folding over and rubbing. Notice its 
velvet, non-glaring qualities; its transparency and lack of 
color. Samples on request. 


See the Sherwin-Williams Finishing Engineer 


SHERWIN-WILLIAMS FINISHES 
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PICK IT UP..! 


’M THROUGH WAREHOUSING YOUR LINE” 


@ Merchandise moved from the 
manufacturer to the retailer has 
only changed its point of ware- 
housing. Most sales managers 
can get their product into the 
retail store. Their nights are 
spent worrying and wondering 
how to move it out of the retail 


store. 


No one man— no one industry 
—has all the experience in over- 


the-counter merchandising. 


That is why the American Can 


Company, with its multitude of 
contacts throughout the pack- 


age merchandise sales field, - 


might be of assistance to you. 


If your line is being warehoused 
rather than sold—or if you 
have packaging or point-of-sale 





problems, why not ask our Sales 
Promotion Department if they 
can help you. 


Address Sales Promotion De- 
partment, American Can Com- 
pany, 230 Park Avenue, New 
York City. 

Why does American Can 


Company concern itself 
with problems of retail 





AMERICAN CAN COMPANY 


230 Park Avenue, New York 


merchandising? 


Our reasons are the same as 
yours. We cannot sell more 
packages than you sell for us— 
you cannot sell more than 
people buy. The consumer is 
our common goal. 
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This is another Hampden creation for distinctive box 


covering. Here truly, is a pattern that will look well 


on literally every box shape ever invented. Try it out 


and see how it improves the appearance of curves, 


flat surfaces or angles. Ask us to mail you at once 


sample working sheets in various colors for your use 


in making up dummy boxes. 


If you do the specifying only, tell your box maker 


about this new paper and let us mail the samples to 


him. 


HAMPDEN GLAZED PAPER & CARD co. -- HOLYOKE MASS. 


NEW YORK. - PHILADELPHIA | - | CHICAGO : SAN FRANCISCO - TORONTO | ‘4 
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oe eo « FO ares up their new line! 


The new Pioneer Belts and Suspenders are attracting a 
great deal of enthusiastic comment, not only because of 
their merits, but because of the attractive new cloth covered 
boxes in which they are being merchandised . . . boxes 
beautifully designed for re-use by the consumer, and covered 
with equally attractive Holliston cloth fabrics. 

This up-and-coming manufacturer and many others have 
found that a Holliston covered box gives their products 


greater display values . . . and it makes them look like more 
for the money. 

. . « Holliston Fabrics, strong and durable, can be had 
with waterproof and vermin-proof finishes. Available in 


many qualities, colors and designs as well as natural cloth 
finishes that take stamping perfectly. There is a Holliston 


Fabric for every type of decorative or re-use container. 


Send for a complete set of samples! 


THE HOLLISTON MILLS, INC., NORWOOD, MASS. soston - New york - CHICAGO - ST. LOUIS - PHILADELPHIA 




















ILLINOIS 
(PACKAGING SERVICE 


GIVES YOU A CLEAR TRACK ALL THE 


WAY WHEN YOU ARE 
GOING TO MARKET IN GLASS 


@ The availability of containers, closures and 
cases through one responsible source of 
. ; : supply eliminates a great deal of detail and 
he Streamline (Pat. No. 94672), at the left, and oe : haat tion. Consequently. it reduces costs 
the Classic (Pat. No. 94824), are two attractive = wre q ° y» “ 
designs recently created by Owens-lillinois. Caps That is one of the mae Teepe why thou- 
by The Closure Service Company. sands of manufacturers, packers, roasters, 
distillers, vintners and bottlers get more 
satisfactory results by placing their entire re- 
quirements in the hands of Owens-Illinois. An 
equally important factor is the unique added 
service this company provides through its 
Packaging Research Division. Created to help 
increase profits for those who pack in glass, 
this division devotes its unusually complete 
research facilities to the constant study of 
technical problems, packaging improvements 
and merchandising strategies. The service is 
cost free in most cases. If you pack in glass, 
and are not fully conversant with these 
“extras” that you get from Owens-Illinois, you 
may be overlooking something that could be 
of invaluable assistance in building up your 
volume. You will find the story of Owens- 
Illinois especially interesting if you are still 
putting off the day you will change to glass. 
For the details, simply call the nearest office of 
Owens-Illinois Glass Company, Toledo, Ohio. 
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In the August issue of MODERN PACKAGING we included a section 
devoted to a comprehensive survey of the trend in holiday packaging. 
New materials were discussed in detail, a series of interviews with 
department store buyers—interviews which disclosed their desires as 
to packages for forthcoming seasonal promotions—were summarized 
and analyzed, with a view toward avoiding mistakes and profiting by 
successes and, finally, the changing economic situation was analyzed 
in relation to its effect on gift merchandise and gift selling in general 
and to gift packaging in particular. 

Such an article, prepared in the early days of August, was necessarily 
limited in respect to the packages planned for the coming season which 
could be discussed at that early date. Yet, so basic are the problems 
involved and so thorough was this staff-prepared study that most of 
the Christmas merchandise which has since made its appearance bears 
out—in almost every particular—the trend-predictions made therein. 

It is, therefore, not our intention in this article to lay down any basic 
precepts for the gift packager. For such we refer him to the large 
number of articles which have previously appeared in these pages 
and, particularly, to the article referred to above. It is rather our 
purpose to present—through a study of a small group of the newest 
Christmas and holiday packages—a picture of the 1935 Christmas 
packaging season's achievements which shall be both a last minute 
news report and a quick guide for those who must prepare their 
Christmas plans at this late date-—-EDITOR. 


Browne-Vintners Company intro- 
duces combination gift packages 
in the form of boxes containing a 
bottle of Kummel or Cointreau and 
a porcelain decanter-doll appro- 
priately costumed. . . General 
Baking Company’s 3-lb. fruit cake 
appears in a printed cellulose 
wrap, within a lithographed metal 
container, formed by a flat tray 
and a deep lid 
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Right: Set-up paper box in lavender, blue or copper, 
with simulated cloisonne, used by Northam-Warren 
for this season’s Cutex manicure set. Below: The 
candy trend is towards standard packages specially 
decorated for the season. The Norris boxes are dis- 
tinguished by brilliant coloring and foil backgrounds. 
Whitman's, in boxes by G. A. Bisler, Inc., with wraps 
by Bisler, Brett Lithographing and C. H. Forsman 





































.. of the major questions troubling manufac- 
turers planning Christmas promotions this year 
has been that of deciding whether or not to place before 
buyers the familiar group-assortment type of package 
which grew to enormous popularity during the last 
depression years. On the one hand stood the long 
record of successes for such packages as an augury of 
repeated success. On the other stood the suspicion that 
the purchase of such packages was a reflection of the 
“trading down” habits of the group with smaller 
Christmas purses—habits which induced them to seek 
to purchase comparatively inexpensive items on a 
quantity basis rather than single items chosen solely 
for their superior quality as merchandise and gifts. 
With a few outstanding exceptions, the answer to 
the question has been found—in different ways—by two 
types of manufacturers. Those who have always culti- 
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vated the high-priced stores and their wealthy custom- 
ers have almost completely abandoned the collected- 
item package in favor of elaborately packaged single 
items. On the other hand, those who have consistently 
aimed towards the masses whose purchases are in the 
range below three or four dollars per gift, have not 
only continued the combination-package but have ac- 
tually elaborated upon it, Outstanding instances of this 
sort are to be seen in the Pioneer and Hickok belt pack- 
ages, treated in separate articles elsewhere in this issue. 
Here the packages themselves have in some cases been 
used as related items of merchandise. In other in- 
stances—notably the Pioneer checker, marble and key- 
ring packages—the main item has been combined, with 
a subordinated auxiliary item of merchandise, to form 
a group more likely to attract attention and sales. 

Similarly, the Colgate-Palmolive-Peet Company has, 
in its own field, continued and extended its group- 
packaging activities. This firm has placed upon the 
market eight different Christmas gift boxes, in three 
design groups, retailing at one dollar and at fifty cents. 
Each contains an assortment of related items, intended 
either for men or women, in standard, all-year-round 
packages, and each is suggested for re-use in bath o 
boudoir as a general utility box. 

In a higher price class, yet one that compares with 
the above mentioned in relation to the prices custom- 
ary for this type of merchandise, is the handsome gift 
box sponsored by Bourjois. Here a fabric covered box, 
in blue and silver, is used, having two lift lids with 
attached silken tassels and tray interiors lined in cream 
colored satin. The items, once again, are standard all- 
year merchandise, grouped to aid gift sales principally 
by their psychological effect. This characteristic is gen- 
erally true of much combination-packaged gift’ mer- 
chandise. 

Northam Warren has done much development work 
along combination-package lines in the past and this 
year is sponsoring a series of five such sets containing 
assortments of its Cutex and Glazo lines. These range 
from a molded plastic box, available in black and a 
series of pastel shades, through simulated cloisonne 





Above: Northam-Warren’s Glazo ‘Globe Trotter’’ set has an air- 
plane cloth traveling case, with slide fastener, stressing utility. 
Bourjois emphasizes the luxury touch with a blue and silver gift- 
set box. Below: Houbigant sponsors ‘’Petit Modeles,’’ miniature 
to develop year-round business from 
holiday sales 


replicas of larger sizes 
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set-up boxes and imitation wood veneer set-up with 
drawer-type construction, to airplane cloth and leather 
traveling kits. In each case, the combination of related f 
items is merely one element in the sales picture. Each ( 
package has a definite utility which is self justifying : 
and each item is so closely related in use to each other ‘ 
in its set, that the combining of items into such groups : 
is a natural policy that would be followed of any trends A 
that might become prominent among other items of - 
° { 
merchandise. : 
In contrast are two packages recently sponsored for ‘ 
Christmas promotion by Houbigant, known as Petit 

Modeles. These are smaller editions of larger, standard p 
Ge 
fe 
Above, left: Colorful holiday cartons for its various brands are used al 
by Seagram-Distillers Corporation. Right, a holiday greetings ship- ; 
ping box, used by a number of packers, is manufactured and de- i al 
signed by Hinde and Dauch. Left: One of eight gift sets being fe tl 

marketed by Colgate-Palmolive-Peet. Below: Benson and Hedges Hi 

includes in its seasonal offerings a Christmas wrapper for Virginia E 
Rounds cigarettes, a leatherette covered box for two tins of fifty E d. 
cigarettes and another for fifty of small size, both by William f tc 
Buedingen and Son; and a hammered gold box, holding four types i 1 
of cigarettes, manufactured by A. Dorfman Company ; re 
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perfume packages, designed to retail at under three 
dollars. Each has an individually styled flacon in a 
set-up paper covered box and with a small label to 
identify it and relate it to its larger and, perhaps, better 
known original. 

Thus it will be seen that most of the emphasis upon 
group or combination packaging, so common in the 
last few years, is this year concentrated within the cos- 
metic, perfume and haberdashery industries—fields in 
which this form of merchandising is most logical under 
all conditions. It is true—and this must be empha- 
sized—that there exist a number of exceptions in almost 
every other field. Yet these must be seen as exceptions 
to the year’s general rule. A typical one of this kind 
is the Univex Camera gift set in which a folding bel- 
lows type of camera—available alone at a price of one 
dollar—is sold in combination with six rolls of film and 
a leather camera holder at a fifty per cent advance in 
price. The ensemble is housed in a set-up box covered 
with red and black glazed paper, with a silver die-cut 
tray holding the various items. An interesting note is 
found in the wrap-around band, suitably embossed for 
Christmas and carrying the message “Season’s Greet- 
ings.” This means was adopted, rather than any sea- 
sonal identification directly printed on the package, so 
that timorous dealers would have no hesitation in lay- 
ing in adequate stocks, As it is, if any packages should 
remain unsold after the Christmas season, the removal 
of the seasonal wrap will leave the package without 
tell-tale identification. 

Even in this instance, however, the company has not 
placed all its bets on combination merchandising. The 
camera, in its standard folding carton, is also sponsored 
for seasonal sale, being offered with a red-white-blue 
and black Christmas scene sleeve, fitting over the carton 
and die-cut so that the camera’s color may be seen 
through both the standard carton and the sleeve. 

In the food, candy and liquor fields the advance in- 
dications of the trend seem, almost without exception, 
to point towards individual item packages. This pre- 
diction may, however, have to be modified—particularly 
in relation to liquors—as a large number of com- 

bination packages were, last year, sponsored by sales 












































A. Stein and Company packages garters and belts in laminated 

birch and walnut box, made by Peterson Brothers. Free swing 

suspenders are in a silver, red and black set-up box. . . Two coior 

combinations, red and gold or blue and silver are available to 

purchasers of International Silver Company's gift chests, made of 
lacquered wood by Pilliod Cabinet Company 
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organizations rather than by manufacturers. Should 


this condition reoccur, these packages will make their 


appearance somewhat later in the season. 

In the liquor field, because of local stamp tax situa- 
tions, and other requirements peculiar to this industry, 
most gift packages are in the nature of additions to the 
standard package, usually taking the form of a carton, 
transparent wrap, ribbon or other such “outside” adorn- 
ment. Seagram Distillers, for instance, favor the elab- 
orately printed holiday cartons, using them for its best 
and highest price brands, including the Five Crown, 
Seven Crown, “V. O.” and Ancient Bottle whiskeys. 

The added-adornment school is best represented, in 
the candy field, by the various items of the Whitman 
line, each of which consists of a standard package, tied 
for seasonal recognition with a decorative ribbon and, 
in some instances, further decorated with an attached 
tag containing “Season’s Greetings,” “Merry Christmas” 
or similar messages of good cheer. 

In contradistinction, the firm of Norris Incorporated, 
sponsors three new boxes, which will probably become 
standard additions to the Norris line at a later date. 
One, the Variety box, consists of a set-up construction 
with a wrap in royal purple and gold adorned with a 
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Mirrorlike metallic walls and a combination 

cover and display tray distinguish this L. E. 

Waterman Company offering. The box is de- 

signed and manufactured by the Lorscheider- 
Schang Company 


three-plume crest design. ‘Two others employ finely 
printed metal foils in both silver and gold. All three 
carry ribbon and holly trim for the holiday season, this 
method being followed on the theory that the boxes 
are, of themselves, sufficiently attractive to be shown 
for any season without being covered over by seasonal 
slogans or designs. ‘The company is also sponsoring 
several special packages for holiday sale only. These 
include a red and gold basket, a leatherette book, a 
cedar chest and similar distinctly seasonal items. It is 
interesting to note, however, that greatest stress is laid 
upon the items that are new entrants among the firm's 
standard, all-year-round lines. 

In the fine food field, the General Baking Company's 
holiday fruit cake is both typical and outstanding— 
typical in that items of this sort are, traditionally, 
holiday merchandise; outstanding in the manner of 
execution. The cake itself is wrapped in elaborately 
printed transparent cellulose, placed upon a_ tray 


adapted for re-use as a cake platter and then covered . 


with the metal, knobbed (Continued on page 83) 






















Above: Four different designs 
in boxes are packed, three each, 
in this ‘Streets of Paris” display. 
Left: The growing sale of tools 
as gift and holiday items is en- 
couraged by the Stanley Works 
through the medium of varied 
packings, distinguished by trans- 
parent cellulose and ribbons 
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BY BLAINE STUBBLEFIELD 


VERY DAY one sees new commercial architecture, 

manufactured articles and packaging, in the “mod- 
ern” style, but liquor packaging is holding back to the 
conservative motifs of other days. People want the 
newest clothes and cars, the freshest foods, and the 
latest books and plays; but they want their liquors old. 
At least they want them to look old. It would seem, 
in view of these facts, that there is little need for crea- 
tive work in packaging; that copies of President Mc- 
Kinley designs are all the liquor people need. What 
is the answer, then, to the problem? 

To see that liquor packaging is holding back and 
has even retreated to conservatism, one need but look 
into the retail shops. In three of the best-known stores 
there was not in sight, at this writing, a single one of 
the brave “modernistic’” packages that came out to 
greet the Twenty-first Amendment. The managers of 
two of these stores said they took the modern designs 
out of stock because they didn’t sell; a third said he 
never stocked any, because he surmised they wouldn't 
meet with approval. 

A continued tour, window-shopping in various parts 
of town, revealed no modern designs. The displays 
and shelves looked much the same as they did go years 
ago. Confronted with this fact, the sponsors of two of 
the biggest liquor names in the country did not hesi- 
tate to explain what is happening and why. 

The first one said that they had listened with much 
interest to the proposals of various designers when re- 
peal took effect. These designers argued that the liquor 
business of two decades ago was a thing of the past; 
that design had become a inajor factor in the mer- 
chandising of today, and that the highly potent eye- 
appeal of modern packaging would be necessary to 
bring the new industry abreast of the times; that 
beauty, or at least the strength of modern design, would 
stimulate sales of alcoholic beverages as it had helped 
other packaged goods sales. People had come to expect 
beauty in what they buy, was what the designers said. 

“So we tried it and it didn’t 
work,” the executive said. “Liquor 
may or may not be the only 
exception to the appearance for- 
mula in selling, but our experi- 
ence is that it is certainly one ex- 
ception. I don’t know how much 
people actually think about liquor 
packaging, but I do know that 
the old style bottles with conven- 
tional labels make the strongest 
appeal to them.” 

The second one of the big 
companies interviewed was Schen- 
ley Distillers Corporation, and 
George Sakier, its designer, 
doesn’t mind being quoted. Mr. 
Sakier is a nationally known de- 
signer in general industry and, 


Liquor must look old 





due to his experience with Schenley, is probably better 
informed on the hard realities of liquor packaging than 
almost any one else. 

“What people call modern design is no more or less 
than the mode of the day,” he said. “Lately we have 
had cubism, then futurism, and now we have stream 
lining, which, except as applied to fast-moving projec- 
tiles such as aircraft and speedy cars, has no foundation 
in structural logic. It is an abstraction called style. 
Styles are not necessarily sound design, and if not 
sound, they are transitory. When the chief merit of 
a thing is newness, it cannot last, for nothing can re- 
main new very long. Mere newness or smartness in 
design is a good thing if it sells merchandise, and it 
usually does. But genuine design must do more than 
that; it must make things more durable, or more con- 
venient, or more economical, or in some way contribute 
to the increased welfare or pleasure of living. 

“Now, in regard to liquor packaging, we have been 
able to make only one improvement that comes under 
the head of sound design, and that is the screw cap, 
which is a better seal and is more convenient. We 
could, obviously, create packages which many people 
of good taste would call more 
beautiful. We could also create 
new styles for the sake of new- 
ness and novelty. But in the case 
of liquors, it happens that an- 
other factor outweighs all others. 
It is the public demand for the 
appearance of age. 

We must give most people 
credit for the intelligence to 
realize that the mere appearance 
of age in bottles does not guaran- 
tee the age of its contents. 
Everyone knows that there are 
many ways of making liquor 
packages look old. Most people 
know that they must depend on 
the integrity of manufacturers for 
the quality of goods bought. 
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Just the same, most of us enjoy the little illusion that 
the liquors we select are rare and trustworthy. For 
example, in many of the more pretentious bars and 
restaurants, wines are served from dust-covered bottles, 
Except that the dust may testify that the fine wines 
have been handled with proper gentleness, it would 
really be better to have the bottles clean. 

“You ask me what, then, can package design do for 
the liquor industry? 

“First, for the present, I don’t think design can do as 
much for liquors as it can for other industries. There 
is work to be done, however. If the liquor producers 
simply copy the old style labels and bottles, their own 
goods and that of their competitors will look too much 
alike. It is a fact that substantial numbers of people 
go into liquor shops not knowing what they want, and 
scan the displays for an idea. There is the oppor- 
tunity for the packaging to do its own selling. ‘To ac- 
complish this purpose the designers must manage to 
get striking and distinctive effects which are character- 
istic of modern art, at the same time retaining the 
suggestion of age, conservatism and responsibility. In 
addition to these points, the package should suggest 
quality, and the pride and care of the makers in the 
production and presentation of their goods. Under the 
limitations imposed, that is a difficult job, but it is 
what I have been trying to do. It would be much bet- 
ter to design liquor packaging in the modern manner, 
for sheer beauty and sales appear in the accepted sense, 
but it is not the answer to the problem. 

“Secondly, I believe that when the survivors in the 
reinstated liquor business get set with their lines of 
products, there will not be much further activity in 
new designs, excepting, of course, occasional new com- 
panies and new products that will bid for a place in 
the field, It is impossible to say what might happen 
in the way of revolutionary changes, like the packag- 
ing of beer in cans, if it succeeds. 

“Thirdly, it is possible that in the future the public 
attitude toward liquor packaging may change. People 
are in the frame of mind to accept new things. Reputa- 
ble old perfume houses do not hesitate to offer beau- 
tiful new bottles and cases. Manufacturers of foods, 
cosmetics, drugs, confections, are less and less fearful 
of change. In fact there is no record of a sound re- 
packing job doing any harm, but there are records of 
their having done phenomenal good. There is no log- 
ical reason why the public may not come to accept new, 
more beautiful, or more convenient liquor packaging 
without questioning its authenticity any more than they 
do now. Certainly the general trend is in that direc- 
tion. If such a change comes it will present a fine 
opportunity for industrial artists.” 

It is interesting to note that although half or more of 
the liquor store customers are women, with the pro- 
portion increasing, there is no “liquor packaging for 
women,” which was discussed after repeal. Asked why, 
the storekeepers only grinned and shook their heads. 
In liquor stores, as in all stores, it takes more clerks’ 
time to sell women than it does to sell men. At Macy’s 
they said it takes more time, dollar for dollar, to sell 
liquor than any other merchandise. 

lo sum up, what the liquor industry wants from the 
packaging industry is design with eye-catching indi- 
viduality, the suggestion of quality and distinction, 
limited by a certain conservatism—something that ties 
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safely and solidly to the past. Any innovations will 
have to be exceptionally good to be acceptable. There 
is a strong trend toward ready acceptance of the smart 
modern in packaging of other products, and alcoholic 
beverages may eventually be drawn into the trend. If 
that happens we may expect to see the highest develop- 
ment of design for both machine and hand-made 
glass containers. 
The foregoing article presents what can be considered 
as a controversial subject. Many will not agree with 
the opinions expressed and, in fact, there are now on 
the market several successful packages which are con- 
tradictions of these opinions, Readers will recall the 
article “Cartons in the Liquor Field,” which appeared 
in the April, 1935, issue of MopERN Packacinc. ‘This 
article discussed certain angles of liquor package de- 
sign, all of which we believe to be sound even though 
they may be questioned, as would seem from the ex- 
pressions given in “Liquor Must Be Old.”—Eprror 


Triple Gift Fruit Cake 
Serving tray, vanity box and a three-pound fruit 
cake—three gifts in one—is the offering that is made 


possible by a new package which Paul Ressinger has . 


designed, primarily for the baking industry but inter- 
esting, too, to the candy and cosmetic companies. At 
present Schultze Baking Company of Chicago, Kansas 
City and Cincinnati is using it for its holiday fruit 
cakes, and William Wolf's Bakery of Baton Rouge, La., 
has taken it on. 

The box proper is molded of black Textolite, two 
of the outside sides having vertical ridges—four each— 
which break up the otherwise plain surfaces and _pre- 
sent a truly modern appearance. Inside, the base and 
four sides are perfectly smooth and permit the wrapped 
fruit cake to be firmly placed within. The lid or cover 
is of aluminum, so pressed that the effect of ascending 
squares is obtained. Removed from the box, and in 
reversed position, the lid forms a convenient serving 
tray. Two of the edges are slotted to permit the 
placement of the closing band or ribbon. 

The molding of the box is being done by the plastics 
department of General Electric Company; the alu- 
minum lid or tray is manufactured by the Matson 
Stamping Works. 
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This article constitutes the eleventh of a series of 
articles planned to better acquaint the user of pack- 
ages and package materials with the processes by 
which they are produced and the factors that enter 
into their specifications and purchase. Previous 
articles have dealt with Glazed and Fancy Papers, 
Glass Containers, Folding Cartons, Aluminum Foil, 
Tubes and Containers, Printed Paper Bags, Set-up 
Paper Boxes, Shipping Cases and Metal and Molded 
Caps and Closures. 

For the information included in “From Cork Oak to 
Closure” and the accompanying illustrations we are 
indebted to the Armstrong Cork Company.—EDITOR. 





Top: Primitive yet dependable means of 
transportation carries the cork bark to sea- 
port. Left: Cork must be removed with great 
care, lest the life of the tree be endangered. 
Cutting takes place only during July and 
August when condition of the tree is most 
suitable to removal of outer bark 


F AR back in the almost lost annals of time, man began 
to put cork to work. Observing how it sheltered the 
cork oak from heat, he decided to make it do the same 
thing for him, So he stripped the bark from the tree 
and covered the roof and walls of his house with it. He 
was utilizing one of cork’s many reliable qualities, its 
heat insulating properties. Soon he discovered that 
cork floated better than other materials, and he devel- 
oped new ways to use it. He had discovered buoyancy, 
another quality of cork. More than 400 years before the 
dawn of the Christian Era, some unknown man found 
that a stopper cut from corks sealed his jugs more se- 
curely than anything else he had found. Its compressi- 
bility allowed it to be inserted and then its frictional 
properties made it grip the walls of the jug neck. Thus 
two more qualities were revealed. The man watched. 
The liquid in the jug did not soak through the cork as 
it did through other stoppers he had tried. He learned 
that cork resists liquid penetration. 

Although cork stoppers have been widely used for 
centuries as closures for jars and bottles, the origin of 
this useful material may be somewhat of a mystery even 
to many who have used cork closures for years. 

Cork is the outer bark of two species of evergreen oak 
trees which flourish in Spain, Portugal, North Africa, 
and Southern France, ‘The inner skin, or phellogen, 
provides a base on which each year the tree adds a new 
layer to the cork or periderm. If the bark is removed 
from any tree familiar to us, it will die, for the bark 
contains the vascular bundles that nourish the tree. 
But the outer layers of cork are simply a protective 


NOVEMBER 1935 39 






































coat which may be removed without injuring the tree. 

Portuguese law requires that the bark must not be re- 
moved from cork trees until they attain a circumference 
of fifteen and a half inches—a diameter of about five 
inches. At this time the tree is about twenty years old. 
The first stripping is called virgin cork. It is rough and 
of minor commercial value. The second stripping 
comes about nine years later. This bark is more valu- 
able than the virgin cork, but is by no means the tree’s 
best crop. Good quality cork is obtained beginning 
with the third stripping. The average productive life 
of a tree is a hundred years, and during this time it is 
stripped every nine years. 

The cork must be removed with great care, for wher- 
ever the inner bark is injured no new cork will form, 
and if it is injured too much the life of the tree is en- 
dangered. Cutting takes place only during July and 
August when the condition of the tree is most suitable 
to the removal of the outer cork bark. The Spanish 
method requires a long-handled hatchet. Crescent- 
shaped saws are sometimes used, especially in Algeria. 
In either case, the workmen make two cuts around the 
tree, one at the ground and one at the top of the trunk 
below the main branches. These cuts are made clear 
through the cork but not into the true bark. Then two 
vertical cuts are made, taking advanage of the natural 
crevices in the bark. The workmen insert the wedge- 
shaped ends of their hatchet handles and pry off the 
cork bark. In the forests owned and exploited by pri- 
vate interests, the larger branches are stripped in the 
same manner. Although the cork from the branches 
is not so thick as that taken from the trunks it is fre- 
quently of finer quality. 

After the cork is removed from the trees, it is gathered 
into piles and left for a few days to dry before weighing. 
Next it is carried to the boiling station and allowed to 
season, Boiling removes sap and tannic acid, increases 
the elasticity of the cork, and flattens it out so that it 
may be easily packed. It also loosens the rough outer 
layer of the cork bark, which is scraped off, reducing the 
weight of the cork by twenty per cent. After sorting, 
the cork is transported on the backs of burros to the sea- 
ports. Before the cork is shipped, the crude bundles are 
opened and the rough edges of the cork trimmed. It 
is then baled for shipping. The larger pieces form the 
top and bottom of the bale; the whole is tightly bound 
together with iron straps. Then the cork wood is ready 
for shipment to all parts of the globe. 

A large part of it finds its way to our Atlantic ports, 
particularly New York, Philadelphia, and Baltimore. 
From these ports it is shipped to the cork factories to be 
made into many products that serve our daily needs and 
comforts. Although the cork has previously been sepa- 
rated into twenty-five groupings, this is entirely inade- 
quate for the many purposes to which the cork may be 


Viewed at the factory (reading down): Cork- 
wood slicing; cork punching; results from 
foregoing operations—sliced and punched 
corkwood; sorting corks. A factory handling 


finer grades separates the corkwood 
into as many as eighty groups 
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put. A factory handling the finer grades of cork sepa- 
rates the cork into as many as eighty groups, differing 
so little as to be indistinguishable to anyone but an ex- 
pert, Years of experience are required to become a 
highly skilled corkwood sorter. Some of the experts in 
the largest factories have worked at this occupation for 
over thirty-five years. 

Before discussing the manufacture of cork closures, 
it will be well to outline exactly what cork is, and conse- 
quently establish the basis for its industrial uses. 

Cork is made up of millions of tiny cells, each filled 
with air. The cell walls are thin but very strong, being 
held together with a type of natural gum or resin. Fifty- 
three per cent of the total cork volume is air, which 
accounts for its buoyancy and lightness. ‘This structure 
explains the resilience of cork and its compressibility, its 
resistance to decay, its low absorption of liquids and its 
property of resisting the passage of heat. 

Virtually all the properties of cork are based either 
directly or indirectly upon its unique cellular structure. 
The impenetrability of the cell walls accounts for its 
resistence to the penetration of liquids. ‘This character- 
istic has long been utilized in the common cork bottle 
stopper. Because cork is cellular and not fibrous, liq- 
uids are not drawn through it by capillarity. 

Cork can be compressed without destruction, and 
without appreciable change of its shape while under 
compression—except in the direction in which the force 
is applied. When cork is compressed what actually hap- 
pens is that the air within its cells is compressed. Con- 
sequently, it is a unique feature of cork that under 
compression it does not spread or “flow” laterally. 

Since cork under compression is largely made up of 
cells filled with compressed air, the great resilience of 
cork is self-evident, The strong walls of the air cells and 
the sureness with which they confine the air, make cork 
powerfully and permanently resilient. No matter how 
long cork remains under pressure, it will be resilient. 
Because pressure does not destroy its structure, cork 
takes a minimum of permanent “set.” It does not 
harden or deteriorate under normal conditions. 

Cork has a remarkably high co-efficient of friction. It 
is unique that this frictional quality is retained to a con- 
siderable degree even when the cork is wet or coated 
with oil or grease. 

Cork is chemically inert and can be used safely in 
contact with the large majority of chemicals. Alkalis 
and strong solutions of certain acids are the principal 
chemicals with which cork cannot be used satisfactorily. 
All alkalis have a certain amount of destructive action on 
corks. This same limitation exists with strong acids. 
Certain organic solvents also have a destructive action on 
cork, and when it is considered for use with any of them, 
careful tests should be made as a matter of precaution. 
Keeping in mind these few (Continued on page 93) 
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The finished products (reading down): Wine 
and liquor corks; miscellaneous corks— 
wedge-top, round-top, tapered, shell, jar and 
orifice reducer: metal-top corks; embossed- 
top corks. These are but a few of the 
many varieties 
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A new stage in men’s wear packaging 


BY A. Q. MAISEL 





HEN, four or five years ago, the major manufac- 

turers of men’s clothing accessories—belts, braces, 
garters and jewelry buckles—turned as a group toward 
new packaging ideas and towards the use of new pack- 
aging materials, the entire business world sat up and 
took notice. When they sponsored the re-usable box; 
when they elaborated it to the 
point where it became almost 
equally as important, as merchan- 
dise, as the product it contained; 
when they sponsored molded plas- 
tics and die-cast metals as package 
materials; the entire .packaging 
world profited by the work of a 
single industry which risked an 
entire season’s profits to prove a 
series of packaging theses. 

That the risk paid off at ten-to- 
one or better does not minimize 
the industry’s gameness in taking 
the gamble. It serves, merely, to 
emphasize the rightness of the 
methods of package study and 
package planning which gave each 
firm in the field the confidence 
that justifies risk-taking. 

Today, the problem of the in 
dustry has changed again. It 
abandoned old methods five and 
four years ago, not merely for the 
sake of turning a packaging somer- 
sault, but rather because the old 
methods had lost their effective- 
ness. If a somersault involves a 
risk, standing still involved an 
even greater one. But today the 
possibilities of the last series of 
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This year's selection of 
1ges includes many novel 
items of masculine appeal 
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changes have not begun to run out. The industry there- 
fore eschews the spectacular and devotes its attention to 
refining details rather than to changing major plans. 

This may prove less interesting than the practices of 
the last few years to those who like to see their changes 
big and broad. But, from the viewpoint of the man 
who seeks a guide to the solution of his own packaging, 
sales and merchandising problems, a study of this year’s 
packages should prove just as interesting as any investi- 
gation of major changes. 

Essentially, the problem of the men’s accessory manu- 
facturer, like that of any maker of highly seasonal gift 
items, revolves around the achievement, simultaneously, 
of an air of quality and an effect of novelty. The 
merely-unusual will fail of achieving its sales purpose 
because gaudiness alone does not attract the average 
gift purchaser. On the other hand, the maker of a 
seasonal product must abandon all hope of retaining 
his package year after year—if only in order to prove 
to the consumer that the merchant is not selling last 
year’s goods or those which were previously offered. 
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impart quality and reflect the desirable value of the contained merchandise. 


year shows new originality in package designs 





















Each group as well as the individual packages of the Pioneer line is planned to 
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The degree to which either novelty or 
quality must predominate over the other 
is determined, naturally, by the price 
and the age appeal of the individual 
item. <A typical instance of this differ- 
ence may be seen in a comparison of two 
of the new crop of Pioneer Suspender 
Company's packages, shown in accom- 
panying illustrations. 

Package A carries a boy’s belt of the 
type that in former years was sold from 
a hook or rack. This fifty-cent item, if 
it is to justify itself and the giver, must 
be dressed up by the package into some- 
thing quite different than its predecessor 
which hung on a rack. Here, the prob- 
lem being one of achieving novelty, util- 
ity for a youngster and “giftiness,” the 
solution was found in a set-up box with 
a red and black checker board printed 
on its top and with a set of miniature 
checkers recessed in the die-cut platform 
of the base. 

The result is not beautiful. It is not 
meant to be beautiful. But the package 
does possess that quality of attraction 
which will make an adult stop and say, 
“That’s just the thing for Mrs. Jones’ 
little boy.” Since there are several mil- 
lion such little boys who are thought of 
every Christmas, any package that pro- 
vokes this sort of reaction, can sell the 
goods and justify itself. 

Package B, in contrast, is designed to 
sell a higher grade, higher priced adult's 
belt. Here the problem is one of meet- 
ing certain known tastes and habits. 
Past experience has proved that women 
and men will both purchase articles 
packaged in attractive cigarette boxes. 
Why then should the manufacturer dis- 
card the idea for one that might pay out, 
or that might prove a decided failure. 
His problem, rather, is to so refine the 
basic idea as to make it differ from last 
year’s model in the same way that a car 
differs from the model of the year before 
—by being essentially the same in all ex- 
cept a few particulars. 

Needless to point out, this year’s Pio- 
neer cigarette box has many points of 
similarity with those which have pre- 
ceded it—such as its oblong shape, hinged 
cover, contrast between bottom and cover 
color and so forth. But the important 
thing to note, is not the points of simi- 
larity but rather the great difference of 
appearance that has been achieved in 
spite of the limitations on shape, size, 
color and material. 

So, analysis discloses, it is with the en- 
tire line. A few innovations are to be 
found—a few distinct departures in idea 
or construction. The remainder, retain- 
ing the proven advantages of the pack- 
ages of the (Continued on page 91) 
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Here's the way we widened our markets 


BY L. E. WHITE 


CCORDING to the proverb, all one has to do is 
A make a quality product, and consumers will fight 
their way through all obstacles to buy it. This proverb, 
regardless of who originated it, is a poor criterion for a 
selling policy, particularly in the second quarter of the 
twentieth century. In fact, it has been our experience 
that regardless of the quality of your product, you must 
not only get out and construct m.in highways from your 
natural trade territories to your door, but a multitude 
of signs must be erected along these highways, guiding 
your prospective customers on their way. 

We have always made products of distinctive quality, 
and in the early days of this business, which started in 
the usual romantic way on the Kirgan farm, our only 
problem was supplying the demand. Unfortunately, in 
a way, the success of this business in its beginning started 
the usual cycle of stepping up production to take care of 
increased distribution, Then of maintaining a satis- 
factory distribution in keeping with the capacity of our 
plant. In other words, we soon found that there was 
not only a limit to the number of customers who would 
beat a path to our door, but this class was confined al- 
most entirely to a restricted territory. And these two 
factors quickly limited the progress of our business. 

Our plant was off the merchandise highway. Ow 
business was one in which many other firms producing 
good merchandise were definitely established. Skilled 


salesmanship could only partly overcome the fact that, 
regardless of the dealers’ recognition of the quality, he 
had one or two established lines, and, with the packages 
we were using, there was nothing to distinguish Arcadia 
Farm Products from the other brands with which the 
National advertising was out 


consumer was familiar. 





Later on a silver holder was added to make 
a complete preserve service—a forerunner of 
the present use of premiums, supplied by 
manufacturers at a part of their retail value 
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Search for a proper appeal to those who 
wanted something better led to the adoption 
of the Rose Jar as the container for Kirgan’s 
preserves. Then the silver cover was added 


of the question for even a lusty business infant, and 
from practical experience other established firms had 
found that national advertising of these particular prod- 
ucts was not practical. Getting Arcadia Farm Products 
to a satisfactory number of consumers was a_ mer- 
chandising problem which was quickly and economically 
solved by modern practical packaging. We must give 
the packages which we developed full credit for what- 
ever success we enjoyed, as we were lucky enough to 
adopt packages which were beautiful and practical be- 
fore the trend was started to modern packaging, and our 
merchandising efforts, which really put these packages 
over, were inspired by the packages as a natural course 
of events, rather than any brilliant ideas of our own. 
We knew that our preserve line had a greater appeal 
than any of our other products. It was strictly class 
merchandise, and we searched for the proper appeal to 
those people who wanted something better, At that 
time all preserves were packed in practically the same 
style glass jar. In thinking about this package, we 
quickly found that it was purely a production man’s 
container. ‘The consumer was completely disregarded 
—which was true of most packages used ten years ago. 
For the serving of preserves, on even the average fam- 
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ily’s table, the contents of the old style package had to 
be transferred to a service dish, which was a messy and 
wasteful operation. Our thought was to secure a pack- 
age that was not only beautiful in appearance, so that 
when placed on the dealer’s shelf it would attract the 
consumer's eye, but one she would be willing to place 
right on her table. We found a round, low, wide mouth 
jar of clear glass, to which we were immediately at- 
tracted by its simple beauty, its daintiness (qualifying it 
for table service) and the fact that the contents were so 
accessible. We dignified the package even further by 
giving it an individual name, the “Rose Jar’, because it 
was so similar to a rose jar. We made it more accept- 
able as a table service dish by not marring its natural 
beauty with a label. The label was tucked aw ay on the 
bottom of the jar. 

The reception of the trade to whom we presented it, 
both in person and by direct mail, exceeded our fondest 
expectations. ‘The most encouraging part of this reac- 
tion was the many requests from the trade for ways and 
means of properly displaying the Rose Jar, and for 
assistance in presenting it to the consumer, We feel that 
it was the finest tribute which could be accorded a pack- 
age, when the grocer, who at that time was still a store- 


Origination of practical, convenient and 
easy-to-look-at packages which could be ad- 
vantageously displayed has been typical of 
Arcadia Farm Products. Dealer distribution 
was assured by consumer demand, the latter 
being encouraged by confidence in the 
quality of the various brands offered 
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keeper, recognized that the package was too handsome 
to be put on a shelf, and begged for any kind of assist- 
ance to help him place it where the consumer could 
admire and handle it. 

Small counter display stands were immediately sup- 
plied, but the consumers emptied these so quickly that 
most of the time they were empty. Steel display stands 


were supplied to the dealers at cost. In contrast to pres- 
ent-day merchandising, there was no need for us to ask 
the dealer to display our merchandise, nor was there any 
thought on the part of the dealer of asking us to pay for 
the effort he was putting behind our line. 
couraged this by 


We en- 
carefully (Continued on page 89) 
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Individualizing members of a family 


BY CHASE ROGERS 


ASPIRIN 


OR years Nelson, Baker & Co., Detroit manufac- 
© worn chemists, were among those who followed 
tradition in the theory that a family line of products 
should have its members all wear practially the same 
clothing. The idea was undoubtedly founded on the 
premise that the purchaser’s satisfaction in the use of 
one product would establish the merit of all the others 
in the line and thereby influence their purchase when 
the need arose. This company manufactures and dis- 
tributes the “Penslar Line” which is sold only to ap- 
pointed agencies. 

That was the setup when J. G. McConnell rejoined 
the company as merchandise manager about a year ago. 
He had a little different viewpoint. He realized that 
drug store merchandising is different today. Goods 
must help sell themselves; they must have eye-appeal 
that attracts attention, and packages must be so de- 
signed as to assume the character they are to play so 
that an onlooker can at once recognize the product's 
purpose and use. 

\t that time the Penslar line presented a uniform 
appearance in its mass formation upon the shelves of 
drug stores. Each package was gray with a touch of 
blue to emphasize the product name which varied 
slightly in treatment and character. This was the only 
distinction apparent in the packages. ‘Today it is dif- 
ferent. It has passed through a great metamorphosis. 
it is far from being drab. Every package that has gone 
through the mill of redesign has doffed the cloak of gray 
and each one has taken on a different dress of color. 

Cooper & Shower, Detroit designers, are responsible 
for the new program which is now entering its second 
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year. Through their efforts every product that has 
gone out into the market with a new dress is enjoying 
a marked increase, Not one of the products has failed 
to show less than a 50 per cent increase and many are 
enjoying gains as high as 400 per cent. 

The percentage of gain depends, of course, upon the 
sales potentiality of the product. With the wide variety 
of items represented in a proprietary drug line it must 
be remembered that all items do not have an equal rate 
of demand. A liver remedy, for instance, does not offer 
the sales potentiality of aspirin. Such prosaic items as 
glycerine and rosewater, milk of magnesia, mineral oil 
and many others took such jumps in sales the minute 
the new packages entered the field that the company 
was nearly swept off its feet. 

“This is the age of display,” says Mr. McConnell, 
“and we, as manufacturers, must depend a great deal 
upon eye-appeal to sell our products. A few years ago 
this was not so true. Drug stores didn’t resort to dis- 
play. It was considered quite improper to show mer- 
chandise on show cases. And when buffet type of cases 
came into vogue as store fixtures there was no space 
provided for accommodating merchandise for display. 

“Even then package design was considered of little 
importance. Recently, a new merchandising practice 
was being born, and with it a greater desire to show 
goods. Some stores took out show cases and put in 
tables which offered a better opportunity to bring mer- 
chandise closer to their prospective buyers. 

“Therefore, to invite attention to our merchandise,” 
continued Mr. McConnell, “We must have packages 
that are designed with the thought of attention-getting 
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Every redesigned package in the Penslar line 
has taken on a distinctively different dress of 
color, with from 50 to 400 per cent increases in 
sales as a result. Shown at the left are several 
of the new packages, while above are former 
cartons, all gray with a touch of blue to em- 
phasize the product name which varied slightly 
in treatment and character 








value. The first thing a package must do is to attract 
attention of the customer. If the package itself makes 
a favorable impression the way is made easier for the 
store to make a sale.” 

The Penslar line is not advertised and consequently 
must be sold solely through the efforts of the retailer. 

A medical line is confusing when all items look alike 
and each one is used for a different purpose. Unlike 
groceries, drug items are not bought so often that they 
are familiar to buyers. Each item, therefore, must 
create its own impression, Persons are more likely to 
remember what the particular item for which they are 
searching looks like when it has a distinguishing ele- 
ment peculiar only to itself. 

“There can be no question as to whether the changes 
have been helpful, as attested to by the astounding 
gains we have made,” said F. W. Keyser, president of 
the company. “We are convinced that every improve- 
ment made in our packages has paid for itself in a very 
short time. Styles change in packages as they do in 
automobiles or women’s dresses. Just to be handsome 
and colorful is not enough. True, it costs something 
to change a package but we are thoroughly convinced 
that such cost is invariably justified by results.” 

Mr. McConnell, in support of Mr. Keyser’s remarks, 
then cited some of the results obtained from changes: 
“Change in the appearance of a package renews inter- 
est of everyone with whom the packages come in con- 
tact, from the president right through the organization 
to the dealer, The same product, at the same price, 
seems to be something new if it is in a new and attrac- 
tive package. When the dealer ultimately receives it 


with his order his interest is immediately stimulated 
and he wants to display it. He knows it will sell better. 

“When we changed our aspirin tablet packages from 
the uniform gray to a tan and brown in a new simpli- 
fied design our sales mounted immediately. Only the 
appearance of the package was changed; the product, its 
price, quantity, or deal remained the same, yet we have 
been selling more aspirin tablets than ever before. 
This is very definite evidence that the restyling of the 
package was responsible for the sales-gains, since all the 
other factors remained unchanged and there was no 
advertising to act as a stimulus. 

“Cod liver oil was formerly put up in a conservative 
type bottle which was packed in a carton. Sales started 
going up as soon as we sent this product out in a special 
mold bottle (different from anything else ever used for 
cod liver oil). It carried a newly designed label and 
was wrapped in transparent cellulose so people could 
see the contents. A surprising increase was enjoyed by 
mineral oil which was packaged in a similar manner. 

“We are exceedingly gratified with the results of our 
repackaging program and we expect to have Cooper & 
Shower continue with their good work until the whole 
line has been changed. However, we never expect to 
be through. It is our aim to have as attractive a line 
as possible; then keep it up to date.” 

Asked if such changes tend to confuse the consumer, 
Mr. McConnell said, “On the contrary, consumers wel- 
come occasional changes, if for no other reason than 
for the sake of variety. “The consumer unconsciously 
associates the new design with an improved product 
and manifests an immediate interest in it.” 
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BY EWING GALLOWAY, N. Y. 


Packaging for export 
BY M. H. STEWART 


LINDMAN’S bluff has nothing on the manutfac- 

turer who engages in the export business for the 
first time. High, wide and handsome, he rides into 
this fascinating field, sure that American merchandis- 
ing methods, American products and American pack- 
aging will sweep the hotsy Hottentot or all of Charlie 
Chan’s relatives into the comprador’s store for his 
various brands of merchandise. 

Yes, it can be done. But, like blindman’s bluff, 
there are obstacles over which he will have to stumble, 
prejudices around which he must feel his way and 
a thousand and one other difficulties to be considered 
before he winds through the mazes of export selling 
and emerges with nothing more than barked shins, a 
peeled nose and a severe headache, 

First there is the package to consider. Is it the 
right size? The right shape? The right color scheme? 
And does it carry the right information? The chances 
are that the package which Mrs. American Housewife 
likes will suit consumers in South America, the Philip- 
pines or Java. But that isn’t always true. 

One American food manufacturer whose products 
are marketed here in carton form decided that upon 
entering the South American market he must package 
his product in cans. That was smart, for it pro- 
tected the product on its long journey and insured 
the quality. But, when it came to selling the product 
he found price differentials an almost insurmountable 
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obstacle. He knew that similar foods were 
being sold in the same form in the same 
market. How these competitors could so 
far undersell him, he couldn’t figure out. 
At length, discouraged almost to the point 
of quitting, he sent for samples of the other 
fellow’s products. He found the answer to 
his problem written on the labels. “Net 
weight 13 ounces,” said his competitors’ 
cans. His own cans contained a full 16 
ounces. Naturally those three extra ounces 
per can largely made up the price dif- 
ferential he had found unsurmountable. A 
change of can size, and he was able to com- 
pete in the local market. 

Trade names for products have a de- 
cided bearing on the acceptance of a prod- 
uct in some markets, particularly in the 
Oriental cities where a Chinese houseboy 
does the shopping for his white employer, 
or where the product is to be sold to 
natives. Oriole Brand canned peaches, for 
a fictitious but parallel example to a well 
known food, brought peals of laughter 
from the Chinese. Who ever heard of a 
bird producing peaches, they jeered, when 
everybody knows that birds lay eggs! They 
bought, however, when the brand name was 
changed to Green Hill brand with a pic- 
ture of a hillside orchard prominently 
displayed on the label. 

“If the market is worth the effort of en- 
tering it at all, it is certainly worth run- 
ning new labels to fit that market. It does 
pay to carry a panel in the native language 
on the carton or can in addition to your 
favorite wording in English. You don’t 
have to go entirely “native” with your 
label, for in every market there is sure to be a plenti- 
ful supply of English reading as well as English speak- 
ing consumers who are ready to buy, 

Be sure that when you do place the wording on the 
new panel in Chinese, Spanish, or Ilocano dialect, or 
whatever it may be, that the wording is authentic 





and makes sense. An entire shipment of food sent to 
China had to remain in the warehouse at Shanghai 
until new labels could be run and shipped over from 
San Francisco because the Chinese characters appear- 
ing on the original label had been the product of a 
resident of San Francisco’s Chinatown. It wasn’t that 
his translation of the (Continued on page 86) 





TI 
OL 
re 
su 
ca 


Fo 


En 
ce 
Ag 


uSi 





RECON Ny iy 
~~ MMENDED 
and OR COUGHS 
Re fat 


COLDS faye 


“Fue Portion Powors 


Vice KAGES 


The Maryland Pharmaceutical Company in bringing 

out Rel, for head colds, effected a package “family” 

relationship with that of Rem. Both enough alike to 

suggest one another, and yet not too much so to 

cause confusion. Tubes, which incorporate extended 
tips, are.made by A. H. Wirz, Inc. 


For thirty years the color scheme of Caulk’s cement 
cartons was a gory red and for twenty-five years an 
English fog gray was the color of the synthetic por- 
celain cartons. The Theodore E. Ash Advertising 
Agency however, designed two striking cartons 
using old ivory stock, one with rich blue and bronze 


gold decorations for Tenacin cement, and one with 
sunburst bands of bronze gold and black for New 
Shades synthetic porcelain. Both cartons are dis- 
tinctive and miles ahead of the former cartons in 
attention value, dignity and beauty 


Answering the demand of housewives for something 
modern in the kitchen, is the report on the new pack- 
age of sink strainer liners put out by Harvey Paper 
Products Company. The important feature of the 
package is in the fact that complete visibility is given 
the product and the package itself becomes a dis- 
penser, when the cut-out in the top panel is removed 





Whitbro Products has recently produced a miniature 
chest of drawers which may be used for a variety 
of purposes. At home it serves as a dressing table 
accessory for pins, hairpins, nail files and other trin- 
kets. In the office it may be used for rubber bands, 
paper clips, pencils and erasers. The cabinet is 
molded of Bakelite and is obtainable in a number 
of attractive color combinations 


Harriet Hubbard Ayer presents a new compact 

leather-like kit. When closed this houses eighteen 

items including every preparation for home manicur- 

ing plus the necessary color accents for the eyes, lips 

and cheeks. The set is available in four colors; blue, 
crimson, green and black 


Scoring in a big way is “Touchdown” perfume that 
makes its play appropriately packaged in a mini- 
ature football. It is put out by French Perfumed 
Products, Inc.; football and bottle caps are molded 
by Colt’s Patent Fire Arms Manufacturing Company, 
bottles made by the Carr-Lowrey Glass Company. 
Also shown is the display card used, designed 
by the perfume company and lithographed by the 
Einson-Freeman Company, Inc. 
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Tooth powder compressed into a cake is one of the 

popular French dentifrices, and most of them come 

packed in molded plastic containers. Cover is loose 

fitting for one hand removal, and the wet brush is 

merely rubbed across the face of the cake. Photo, 
courtesy of General Plastics, Inc. 


Flint frosted glass cocktail shakers—one with a red 

molded Piaskon top and the other a black. Brought 

out by Owens-Illinois Glass Company with Closure 

Service Company cooperation on the production of 

the molded caps. Cap serves as a jigger, and the 
strainer top pours very well 


A new billiard kit, designed by Faber Birren for The 

Brunswick-Balke-Collender Company, has many 

novel features. In one long corrugated box it con- 

tains complete equipment for the game of pocket 

billiards—4 cues, 16 balls, chalk, tips, and a newly 
.designed folding triangle 


The new Bakelite molded container for typewriter 
ribbons has a close fitting cover and, when the rib- 
bon has been removed, offers after-use value. It 
may be used for clips, pins, rubber bands and other 
small items that are needed for daily office routine. 
Photo by courtesy of Bakelite Corporation 
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The same impact extrusion process makes possible seamless, thin- 
walled, strong boxes and containers. Available plain, polished, 
Alumilited or lithographed in attractive colors. Write for information. 
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Alcoa Aluminum lubes are GLE 
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@ The fact that collapsible tubes of Aluminum cost less is important, 
but hundreds of manufacturers in many fields now use them because of 
distinct advantages. Many more can use them, for customer-convenience 
and important protection to product-quality. 

For instance, Aluminum is non-toxic, non-contaminating: a basic essen- 
tial for many classes of products. Aluminum tubes also have unusual 
strength, broadening their field of usefulness, even to thick, viscous 
products, where considerable pressure must be applied to the tube wall; 
and to volatiles which may develop internal pressure. Their light weight 


offers many obvious advantages. 


Alcoa Aluminum tubes take and hold decoration beautifully. They 


are safely closed without clips. Sizes up to giant 2!% inch containers are 
available, in lengths of eleven inches. 

Our research and development experience is at your command. Tell 
us what your product is and we will give you specific facts that apply. 


ALUMINUM COMPANY OF AMERICA, 1829 Gulf Building, Pittsburgh, Pa. 


ALUMINUM 
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MEN EN TEARS 


Slow up Sales 


There’s not one tear-drop 
in-a_ carload of Goldy 


Tumbler Seals .. 2. . 


Prove thetr profitableness 


@ Tumblers can build sales amazingly. Women want thin blown tumblers. 
But if on a first purchase, opening the seal exasperates a woman to 
tears; if she pries and taps and fusses and fumes; no matter how good 
the product, she won’t buy it again. 

Don’t laugh it off. You’re in the business. You can open your seals 
easily. But for a woman, nothing ’else is quite so easy, so safe as a Goldy. 
She merely tears it down, and the tumbler is opened! 

It’s a simple thing. Yet you can prove its effect on profits very easily. 
Take just one of your products; pack two lots in the same thin blown 
glassware; one lot Goldy sealed, the other as you now seal; and labeled 
differently. In a test store, give each an equal start. Then compare their 
sales at the end of three months. That will show what Goldies can do to 
help your annual volume. Want our co-operation? Address ALUMINUM 


SEAL COMPANY, New Kensington, Pa. 
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Alseco Aluminum Seals are made for practically every container. 
All protect product quality with perfect sealing, yet make opening 


more convenient. Made of Aluminum, they are “Friendly to Food.” 


REG. U. S. PAT. OFF. 


SEALING MACHINES 


alle 


‘€ 


4s — 
Wu 





Sy 


. 
' 
i 


7 
MELR/ 


TOMAT( 
SAUCE 
















MODERN PACKAGING 


Interstate Buyers Limited, Victoria, Australia, considered it wise 
to achieve individuality and freshness of sales appeal by re- 
dressing Melray Tomato Sauce in a new design of bottle 


A new dispenser package, Leslie Howard on the air, and adver- 
tising in newspaper comic supplements are contributing to boost 
sales for Hind’'s Honey & Almond Cream. The aluminum dispen- 
ser cap has proved its customer appeal and pleased the dealers 


For Nourishine, Noel A. Petter of Standard Paper Box Company 
designed a two-tone green carton that suggests the shampoo base. 
The outline of an olive also appears conspicuously on all four 
sides of the carton, while the same pattern is blown into the flask 


In the redesign of the packages for Quik Flame Wicks, the ‘’fam- 

ily’’ idea has been carried out in an effort to provide the small 

dealer with a universal line of wicks which eliminate the neces- 

sity for a large stock. The dealer now services 95 per cent of his 
market with the small “family” of five styles 


Three smartly packaged Christmas gift sets to retail at popular 

prices have just been announced by Lucretia Vanderbilt. These 

packages feature white backgrounds with blue butterfly design 
labels and platforms—effective for holiday selling 


The Martin Dennis Company for its Lexol uses a wrapper label 
printed on varnished imitation leather paper to further the im- 


pression of well-preserved leather. A small descriptive booklet 


explains application and benefits of Lexol. Cover of booklet 
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printed with the package design on identical stock. 
Package and booklet designed and produced by 
Monroe F. Dreher, Inc. 


Holsum Products has introduced a new jar and a new 
product. The container with hive, bees and comb in 
relief leaves the prospective customer in no doubt as to 
the contents. The jar was designed by Charles T. 
Stewart and made by Tygart Valley Glass Co. 


Implying that the happy-looking youngster rode to 
health on a diet that included ‘‘Sunsweet”’ prune juice, 
this novel display is simply made of a colorful one- 
piece die-cut card which fits over the necks of the 
containers. Photo courtesy of Owens-Illinois Glass Co. 
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Lippincott Cordials, Inc. selected slightly different 

shades of rich green glass for its new “twin” pack- 

ages. The company found just the containers it 

wanted in the Owens-Illinois Glass Company's 
“push-up” bottles 


A simple package improvement which resulted in a 
26 per cent sales increase for Mrs. Drenk’s Food 
Products Company. The solid lower pane! in red 
covers the particles which settle to the bottom of 
the bag. Designed and manufactured by Milprint 


Products Corporation 


KRUEGERS 


of MODERN PACKAGING 





"phat Chis 


a A z 


| Potato Chips 


ey 
yaaa 
chips r Potato Chips 





The circular shape of the bottom of the “jumble” 
floor stand permits a reproduction of the Krueger 
beer can in giant size. The basket arrangement at 
the top will hold up to two cases of canned beer. 
Two handles make the stand easy to move about. 
The beer label is shown on one side, the ale label 
on the reverse side. The stand will not tip over, 
ships flat and is set up in just two motions. Also 
promoting sales for Krueger is the giant cartoon of 
the man licking his lips with enjoyment which sells 
the idea of “tastes better’ in a window. Both dis- 
plays created by Einson-Freeman Company, Inc. 














customer are in- 
cluded in copy carried he new Monarch 
app packages. Below are the new ‘'win- 
low’ cartors which enable a view of con- 


tained merchandise 
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Spotlighting “buy’ copy 


HE Knapp-Monarch Company, manufacturer olf 

electrical appliances, has recently brought out new 
packages, the main purpose of which is to sell the idea 
of a modernized line of equipment and present the 
important sales points on the carton so that the cus- 
tomer can read them and be sold on the product 
without the aid of the clerk. 

There are eight new cartons for the Knapp-Monarch 
(K-M) line: for three electric irons; two heating pads; 
vibrator; hair dryer, and toaster. Also a change made 
in three old cartons to add featured selling copy to the 
backs of the packages for the tourist iron, curling iron 


PMN 












and thus tying in with the new designs. 
There are eleven new cartons for the Kwikway line 
(the Kwikway Company is a subsidiary of the Knapp- 
Monarch Company): speed iron; tourist iron; curling 
iron; toaster; vaporizer; cord set; hair dryer; vibrator; 
two heating pads, and also a change which adds selling 
copy to the back of a former carton, for a toaster. 
The packages are colorful. A family resemblance has 
been followed in the K-M line by using three colors— 
orange, black and silver—and in the Kwikway line by 
using three colors—black, yellow and green. ‘The folds, 
tuck-ins and locks have been (Continued on page 85) 
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Among the offerings of unusual packages this year Hickok has included distinct novelties in metal, plastic wood, wood and metal, glass, 


and glass and metal. 


Each with a definite utility value, and all attain new heights in effective display for the contained merchandise 


Utility in distinctive gift atmosphere 


HE primary and fundamental purpose of any 

package is to help sell the merchandise which it 
contains. Such sales help should result from the dis- 
play value of the package or from its presentation 
appeal. With the addition of utility in the package 
itself, the latter has an opportunity to function in sales 
to a still greater degree, providing of course that it 
maintains a direct.tie-up with the merchandise. ‘There 
is a tendency, however, among many re-use packages 
to depart from this rule—to attempt applications for 
the package which are foreign to the merchandise 
therein contained. 

But such is not the case with the packages which the 
Hickok Manufacturing Company uses for its belts, 
braces, garters and jewelry. Each year this company 
excels itself in the selection of its package offerings— 
in ingenuity, appropriateness and attractiveness. And 
this consistent improvement plays no small part in con- 
vincing new and old customers of the improved qual- 
ity of Hickok merchandise. 

Among the set-up paper box group one finds, in 
addition to the entirely new containers, similarity with 
certain previous packages—reproductions of the Hickok 
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seal, hunting scenes, etc. But there is still a freshness 
of appeal and all the earmarks of quality are present. 
In particular, the velour covered boxes for suede belts 
are especially appropriate. 

In what may be regarded as the novelty group, are 
several exclusive and original containers and displays. 
Serving trays of plastic wood that form displays for 
suspenders and garters; glass ash trays for belts; frosted 
glass containers with die-cast metal covers, both in at- 
tractive designs; and wood veneer boxes with metal 
hinged covers, and even a “ten gallon” hat in pressed 
metal, which is used as an ash tray after the belt it 
carries is placed in service, All of definite masculine 
appeal—and appropriately styled as a logical tie-up 
with the displayed merchandise. 

Dignity, quite in keeping with the contents of each 
package, is immediately apparent in each of the molded 
plastic boxes which constitute this year’s offerings. 
For men’s jewelry the selection is an interesting one, 
ranging from a plastic ash tray—which enables a display 
showing of the contained tie clasp—to a rounded top, 
hinged cover box, designed along modern lines and, in 
certain patterns, metal banded. For shirt studs and cuff 
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Above are some of the Hickok packages in the 
set-up paper box group, distinctive in their use of 
cover and lining papers. Velours, flints and litho- 
graphed prints are effectively applied. At right 
are shown the vorious types of molded plastic 
boxes—all new designs this year—in phenolic and 
urea resins, also with metal and plastic insets 


links, a urea base is hinged to a rounded phenolic 
cover that carries a metal plaque inset. Then, for 
belts, there are larger size boxes, in modern designs, 
re-usable as containers for cigarettes. 

Here, then, we have a series of packages conceived 
as appropriate settings in which to place gift or utility 
merchandise for presentation purposes. In this way, 
not only the retailer is given an opportunity for the 
beneficial display of the goods but the customer is in- 
trigued with the idea that he has purchased double 
value that is retained for a long time after he has 
bought it at the store. 

The 1935-36 Hickok packages were supplied by the 
following: set-up boxes, Wm. Buedingen Company; 
molded boxes, Auburn Button Works and Diemolding 
Corporation; plastic wood trays, Boynton Manufactur- 
ing Company; glass humidors, Owens-Illinois Glass 
Company; glass ash trays, Fostoria Glass Company; 
metal covers for humidors, Doehler Die Casting Com- 
pany; cartons, Addison Lithographing Company. It 
is to be noted that each of the cartons—in black, red 
and white—carry an illustration of the contained item, 
thus identifying the package. 
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Conveyors carry the unhusked corn from receiving floor to the husk- 
ing and cutting room in preparation for cooking 


head chain conveyor for cooling cooked cans of corn (in steel 
baskets) before they are stored, previous to labeling 


Synchronized production for canned corn 


BY FRANCIS A. WESTBROOK, M. E. 









































HE Burnham and Morrill Company, of Portland, 
Maine, recently constructed and placed in opera- 
tion, at Fryburg Center, one of the largest and most 
up-to-date corn canneries in Maine, and, as Maine is 
a leading corn canning state, this means a good deal. 
Its output capacity is about: 18,000 cans per hour, 
packed and ready for shipment. Two types of corn 
are put up, namely, whole grain and cream style, 
Perhaps the most striking point about this plant is 
the extent to which mechanical handling is used, and 
while all of the operations do not deal with packaging, 
they all lead up to it. Consequently a brief description 
of the layout of the cannery and the various steps in 
producing canned corn ready for distribution seems to 
be appropriate. Before starting in with this, however, 
it is interesting to note that this company, like many 
other canners, practices a bit of economic planning 
which is suggestive of the possibilities of avoiding over- 
producing, in some lines at least. “The company makes 
its wholesale selling effort in the winter and early 
spring. Arrangements are then made with the farmers 
of the vicinity to grow the requisite amount of the 
proper kinds and grades of corn for the amount sold. 
Thus, when canning operations start, it is known ex- 
actly how the plant is to produce and that the market - 
has already been provided for it. Everything about - 
that particular season’s output is known in advance = 
so that all operations are correspondingly simplified 
and made definite. Last year the capacity of the can- 
neries of this company was sold out in March. 
The corn, brought in by farmers, is weighed at the 
ofhce. The trucks are then backed under the corn 
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shed where they are dumped on a cement 
floor under which there are two parallel con- 
veyors. Before being removed to the manufactur- 
ing departments the corn is tested for the amount of 
milk which it contains, and is graded accordingly. Sev- 
eral men are responsible for selecting samples from the 
loads of corn as they are brought in, and the grading is 
done on the basis of the tests made on such samples. 
When ready the corn is pushed through openings in 
the floor of the shed and drops on either or both of the 
conveyors which carry the ears, still in their husks, to 
elevating conveyors that outlet on the second story to 
the husking and cutting room. By an arrangement of 
slides, corn from either elevating conveyor may be de- 
livered to horizontal conveyors in this room, ‘The 
mechanical huskers and cutters are arranged on each 
side of the room, a chute from the horizontal conveyors 
under the ceiling leading down to each husking ma- 
chine. On one side of the room there are eight double 
huskers feeding into eight cream style cutters. A spiral 
conveyor carries the cut corn to the sieves in the next 
building. On the other side of the husking and cutting 
room there are eight single huskers feeding into six 
whole grain cutters. ‘The grains drop to a belt con- 
veyor which delivers them to the washer in the next 
building. There are also two cream style cutters on 
this side of the room and the corn from these is taken 
to the sieves by a spiral conveyor. Although the trans- 
portation of the corn from one operation to the next is 
entirely accomplished by mechanical means, there is 
considerable manual labor involved in feeding it into 
the huskers and cutters, manipulating the chutes, etc. 
The whole grain corn is delivered to the washing 
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Front and reverse sides of the labels used on the Burnham and Morrill corn packages. 
Output at this plant is about 18,000 cans per hour during the packing season, made 
possible through an efficient and extensive installation of conveying equipment 


machine by belt, as already mentioned. From this it is 
conveyed to the filling machine. Cans for the filling 
machines are fed by chute from an adjoining building 
and drop into place on the machine. The filled cans 
are automatically conveyed through two exhausters 
which heat the corn and drive off gases, the heat subse- 
quently producing a vacuum when the closed can is 
cooled. ‘The cans are then conveyed to a closing ma- 
chine which applies the air tight covers and closed cans 
come out to a table where they are placed in large 
metal crates holding approximately 380 cans each. The 
filled crates are then placed in cooking retorts. 

The cream style corn is delivered, it will be remem- 
bered, from the cutting operation by a spiral screw 
conveyor to the sieves. From these it is dropped into 
a tank where it is mixed with seasoning and then 
pumped to the tanks above the two can filling ma- 
chines. There is a separate pipe and pump for the 
filling machines and also separate chutes for the empty 
cans which are fed to this machine. ‘The cream style 
corn mixture is heated almost to the boiling point in 
the tanks above the filling machines, and then passes, 
after filling, from the latter to the closing machines. 
From the closing machine the filled and sealed cans 
come out on a table for transport to the cookers. 

There are twenty-four cookers, each of which holds 
1040 2-lb. cans, They are arranged in four rows. Steel 
baskets are placed on trucks provided with casters so 
they may be pushed around. Each row of cookers has 
over it an overhead tramrail equipped with three elec- 
tric hoists, each tramrail being continuous over all the 
cookers so that the hoists may easily be run from one 
to another. The filled steel (Continued on page 82) 
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Editorial opinion 


Objective: Sociability 


Recently we had the privilege of attending a meeting 
of package machinery manufacturers—to be exact, a 
meeting of the Package Machinery Manufacturers In- 
stitute, Inc., at Briarcliff Lodge, Briarcliff, N. Y. Our 
attendance at affairs of this sort is hardly a novel ex- 
perience; in fact, we have come to regard them as more 
or less a part of the regular routine of a business pape 
editor. And most of them follow a schedule which can 
be set down as “standard practice.” So much time for 
technical or business sessions; the regular lunches and, 
of course, the banquet, and—weather, season and place 
permitting—sight-seeing and various forms of entertain- 
ment. ‘They are pretty much all the same. 

But, in many respects, this meeting was different and, 
may we say, refreshingly so. And yet, we venture the 
opinion that at least as much, if not more, was accom- 
plished at the Briarcliff gathering than on many occa- 
sions which have included formal sessions. Purposely, 
we understand, all “business’’ was eschewed, or at any 
rate reduced to a minimum—even the “‘set’” speeches 
were barred. A few committee meetings, as well as 
certain formal conferences, sufficed for the formal 
part of the program, As for the balance, there was 
ample opportunity for recreation. In fact, we believe 
it was the noticeable encouragement of the latter which 
made for the complete success of the meeting. 

Mind you, we do not say that such a program should 
replace each and all of the so-called “trade” meetings, 
for such a premise not only would be frowned upon 
but would prove a distinct handicap to trade progress. 
On the other hand, let us consider the conditions under 
which this gathering was held. 

The Institute came into being previous to NRA, al- 
though, because of the fact that the organization was 
already formed, it was possible to comply quickly and 
effectively with code requirements, and this activity be- 
came its most important objective. Earlier meetings— 
previous to NRA—had discussed matters of common 
interest to members but had made little progress, for 


the very good and sufficient reason that each member 
was doubtful in his own mind as to how far his partici- 


pation in a “common” interest should extend. Pre- 
viously each had gone about his own business and, to 
a great degree, made the rules concerning his conduct 
of that business. So, he questioned, just what had he 
to gain, or to lose for that matter. 

With the discussion of mutual problems, however, 
the contact between members became more frequent. 


Consequently there was a breaking down of forme: 
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barriers, and a realization that the “other fellow,” even 
though a competitor, was not quite as bad as he was 
thought to be. Not that there is anything unusual in 
all of this; it was just that this group—as with any 
other since time immemorial—found that they had cer- 
tain common bonds other than those of business—for 
man is, by nature, a social being. 

With the demise of NRA—temporary or otherwise— 
there was, we believe, some question as to whether or 
not the Institute should be continued in active form, 
The meeting at Briarcliff was, as we sensed it, some- 
thing of a “try-out.” As it developed, however, the ex- 
periment was highly successful. Successful in that an 
objective—that of sociability—was definitely established 
for the furtherance of the organization. 

Analyzing this objective, it will be seen that other 
aims will shortly begin to take shape. For, as social 
contacts breed confidence, there must result an inter- 
change of ideas as they relate to the business of mem- 
bers. It is not unreasonable, then, to predict that such 
a beginning or rebirth, with its present purpose, augers 
well for the successful continuance and increasing use- 
fulness of the Institute. Furthermore, its scope of serv- 
ice, as progress is made, will not be confined to its 
membership, for the movement is one from which the 
entire packaging industry can_ benefit. 

Comparativels new as an industry, packaging has 
done little in the way of organizing itself. “rue, there 
are within it a number of groups who have been in 
existence as corporate bodies for some time and have 
served the interests of their constituencies. But there 
has been relatively litthe coordination between them 
and, generally speaking, the consumers—the users of 
packaging equipment, materials and service—have 
known but little of their activities. Yet among the 
older industries we find such coordination very pro- 
nounced, and certainly of definite advantage. No doubt 
this reticence in the packaging industry is due to its 
rapid growth, to the demands which have been placed 
on those serving it. But it is logical that, as time goes 
on, the industry must know itself better and there must 
be a greater coordination of interests. 

‘The example set by the Packaging Machinery Manu- 
facturers Institute in its present objective oflers, we be- 
lieve, an excellent suggestion for contemplation by the 
entire industry. ‘There are, or should be, motives 
aplenty whereby various groups can get together for 
mutual advantage, can relate their activities to those 
of other groups. Sociability offers a splendid stepping- 


stone toward the determination of those motives. 


KEG Rh utcox 
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Packages per minute from this Semi- 
Automatic Filler & Carton Sealer 
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A the Chicago Plant of the Perkins 
Products Company, three S & S Uni- 
versal Fillers and one S & S Neverstop Carton 
Sealer produce a continuous stream of tightly 
sealed, non-sifting, bag-lined packages. 








NCE CREAM 





The cartons are hand fed to the Carton Sealer, 
which seals the bottom flaps and carries them to 
the Universal Fillers. Here an attendant places a 
bag in the carton, fills it and places the package 
on the‘conveyor leading to the Sealer. The open 
top of the bag is then automatically sealed in with 
the flaps of the carton and the packages are con- 
veyed under pressure to the shipping table. 





Similar semi-automatic or fully automatic Stokes & 
Smith equipment, with automatic carton feed, bag 
inserting and automatic filling for the production 
of sixty packages per minute, can probably be 
suited to your particular needs. An S & S Engineer is 
at your disposal for the asking. W rite for information. 


STOK E(SS)MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 












A STUDY of the packaging methods used by Per- 
manent Pigments of Cincinnati, Ohio—methods 
that have proven unusually effective if judged from the 
favorable reception accorded its products—reveals a con- 
sistency with those evident in the company’s manufac- 
turing processes and marketing ideas. 

The important packaging unit is the studio size oil 
color collapsible tube measuring 1 in. x 334 in. When 
the company began marketing its colors the traditional 
fine artists’ oil color tube was of tin, carried as informa- 
tion on the label only the trade brand, sometimes the 
maker’s name, the common or trade name of the color 
(often ambiguous or deliberately misleading), and 
sometimes a label or strip of paper printed with an ink 
to represent the shade contained but almost invariably 
different in color. 

In considering the tube, the company first of all tested 
various metals to find the one best suited from the 
chemical point of view. The result of the tests showed 
that aluminum is superior in chemical resistance to the 
materials in pure artists’ colors. So aluminum was 
adopted as standard. Other advantages of aluminum 
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are: procurable in consistently pure form chemically; 
stronger than other tubes of the same thickness. 

The top (shoulder and cap) of the tube is dipped in 
a lacquer pigmented with the same color used in mak- 
ing the oil color in the tube. It is believed that Per- 
manent Pigments is the only company using the actual 
color for indication and to dip the top of the tube. 
The advantages of this process are as follows: The 
artist is enabled to select the color he wishes and to look 
over the colors available in the entire line without open- 
ing or damaging tubes, a common occurrence; the color 
is easy to identify in use in the paint box for any label 
soon becomes so smeared up that it is illegible; the 
lacquer acts as a protective seal for the cap. 

To apply the scientific attitude as thoroughly as pos- 
sible the company prints on each label a guaranteed 
full statement of contents, a statement indicating the 
proper use of the color in mixtures, uses a color for the 
label indicative of the proper use also to make this as 
fool-proof as possible, and uses the proper chemical 
name for the pigment as well as its common name. 

The restriction of the list of (Continued on page 85) 




















RIEGEL 
PAPERS 


The Riegel Mills offer the most complete 





line of packaging papers available today. 
This broad field of practical experience enables 
us to offer you a paper accurately fitted to ‘its 
job—a procedure that usually results in a 
more practical package without additional 
* cost or in a lower production cost}for'tne’same | 
package. Write us your problem or re- 
quest a‘/copy of our recent portfolio 


“Case Histories of Packaging.”’ 
RIEGEL PAPER 


CORPORATION 
342 Madison Ave. 


Papers . Simplify the 
Selection of Exactly The Right Sheet 
To Meet Your Individual Packaging 


Requirements 
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To protect and sell quality standards 


BOUT a year ago, the W. R. Friedman Company 

was “just another underwear house’, manufactur- 
ing what was considered a good substantial line of rayon 
and glove silk underwear. Naturally, the sales appeal 
centered around style, quality, tailoring, price, etc. 
Competition was keen and, in many cases, the company 
was not in a position to compete on a price basis, be- 
cause it had maintained superior manufacturing stand- 
ards that necessitated the obtaining of a higher price 
than that of competitors. 

About that time, when things did not look particu- 
larly bright, Mr. Friedman was approached by the Bet- 
ter Fabrics Testing Bureau with a sound plan of con- 
tinued testing on the manufactured garment for quality 





certification. In this way the manufacturer, in cooper- 
ation with the Better Fabrics Testing Bureau, would 
establish definite high quality standards. Furthermore, 
the bureau, by purchasing the manufactured garments 
in the open market, would constantly test against the 
standards to assure quality maintenance. Only by con- 
stantly adhering to the approved standards is the manu- 
facturer permitted to continue using the seal of that 
organization, 

Io establish this fact, in the buyer’s mind at the point 
of sale effectively, was a problem. This was finally 
solved by adopting a transparent cellulose package that 
was printed by Shellmar Products Company. The suc- 
cess of the package, when presented to department store 
merchandising men and buyers, was instantaneous. In 
fact, a little too much so, as the Sakura Mills, where the 
garments are manufactured, are now several weeks over- 
sold, with orders rapidly coming in for packaged Sakura 
underwear. 

When it was decided to adopt the seal and package, 
a vast amount of research work and investigation was 
started in order to overcome possible sales objections. 
But every problem was solved in this way before the 
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idea was released to the trade. ‘This has been one of 
the outstanding reasons for the*selling success of the 
pack. For example, it was decided that women in some 
cases would not be satisfied with buying from displayed 
samples, and then receiving a transparent wrapped 
Sakura garment. To overcome this, a cleverly pasted 
flap was designed to allow for examination and yet keep 
the package closed and the garment protected when on 
display or in stock. 

The back of the package was utilized to point out the 
type of yarn used in the manufacturing; also, pictori- 
ally, to show the washing and wearing qualities of the 
garments, A summary of test features was also con- 
tained on the back of the package. This not only helped 
to sell the customer, but acquainted the sales girl with 
all the facts necessary to complete a sale. Style, num- 
ber, and size were included on the back. 

Thus three factors have contributed to the successful 
sales of the new Sakura underwear line: (1) Quality 
material and workmanship—approved by an authorized 
testing bureau; (2) the use of the company seal on the 
wrap and a complete sales story on the back of the pack- 


Left: Protected visibility by means of the 
printed transparent wrap. Below: The back 
of the package is of interest to the consumer. 
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age to tell the consumer exactly what she is getting, and 
(3) a printed transparent cellulose wrap as the means of 
giving the line protected visibility, better display and 
sparkling eye appeal. 
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CANDYS 


- OUR wadding has been perfectly satisfactory in 


all respects... ,” write 
Chicago, Ill. They, like hun- 
dreds of other manufacturers, 
depend on KIMPAK to protect 
their merchandise against 
damage and breakage... eco- 
nomically. 

Let KIMPAK solve your 
packing problems. No matter 
if your shipment is large or 
small, metal, wood, glass or 
other material, there is a form 
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CANDLES 


Candy & Company, Inc., line 


their candle boxes with soft 


KIMPAK to protect candles 


from chipping and scratching 





Kimpak 


REG. U.S, PAT. OFF. & FOREIGN COUNTRIES 


CREPE WADDING 


Candy & Company, Inc., 


| FREE! 1935 Portfolio of Kimpak 

a eee KIMBERLY-CLARK COR- 
PORATION, Neenah, Wisconsin. 
Address nearest sales office: 8 So. 
Michigan Ave., Chicago; 122 E. 
42nd St., New York City; 510 W. 
6th St., Los Angeles. 


| 
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| Gentlemen: Please send us the 1935 Portfolio of KIMPAK. ] 
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Company 
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and size of KIMPAK available to fit your needs. 
KIMPAK will not scratch or mar because it is soft 


and clean, without dirt or for- 
eign particles. It is resilient 
and guards against jarring 
and other forms of shipping 
damage. KIMPAK is light in 
weight and easy to apply. No 
waste or muss. Surprisingly 
economical, too. Find out what 
KIMPAK can do for you. Mail 
coupon now for FREE portfolio 
of samples, 


KIMBERLY-CLARK CORPORATION, Neenah, Wis. 


8 South Michigan Ave., Chicago 


122 East 42nd Street, New York City 


510 W. Sixth Street, Los Angeles 
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Quality labels vouch 


HAT’S in a bottle is often judged by the look otf 


the label, and particularly so by those who are 


not familiar with the contained product. The old 
“stand-bys,” of course, can be counted on to repeat theii 
orders, for long usage of a favored product has built up 
a preference. But even with this group there is an 
added buying incentive when a new label design ex- 
presses a further indication of the quality they are 
accustomed to. 

For reasons more or less obvious, there was little at- 
tempt on the part of brewers, during the early days of 
repeal, to change their labels or to modernize their 
packages. ‘“Most of the old brands will be remembered,” 
they said, “the public will be anxious to get what we 
have to offer, regardless of the package.” All of which 
was undoubtedly true. But during the “dry” spell the 
public had been growing more and more “package con- 
scious.” So that when certain of the brewers did 
change—and when their new designs were in tune with 
what Mr. and Mrs. and their grown-up sons and 
daughters thought they should be—there was a healthy 
reaction that made itself manifest in increased sales. 

While, from the packaging standpoint, there is still 
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for the product 


much to be desired—for comparatively few of the 
brewers have made changes that can be considered com- 
parable to those evident in other industries—there have 
been notable exceptions. Among the latter are the new 
body and neck band labels which Indiana Breweries, 
Inc. of Indianapolis, is using for its Burgomaster beer, 

In each of these, the design is well balanced, has con- 
siderable display value and yet carries a restraint that 
immediately puts the product into a quality class. 
Vertical strips of black frame the white panel—edged 
with fine lines of gold—on which the lettering is in red 
and black. A horizontal strip in black carries the 
name “Burgomaster’” in white letters. The trade 
mark, appearing on both labels, is in black, white and 
gold. Similarly, the trade mark design has been applied 
to the bottle caps. 

It is also to be noted, as shown in the accompanying 
illustration, that the label design is carried on the 
fibreboard shipping case, serving thereby as a constant 
advertisement for the product in transit. The labels 
were lithographed by the Michigan Lithographing 
Company; the shipping case is made under patents 
held by the Dexter Folder Company. 

























There's been no 
“depression” in IDEAS! 


... on how to save you Money 
... or give you a better Package 





Far from slowing up during the late depression, our designers 
were more active than ever—in devising new types of machines 
for lowering costs and producing new and outstanding types of 
wrapping. 

Many concerns have already availed themselves of these new 
opportunities—and now with business becoming more active, 
many more will want to benefit by our modern machines. 

Lower Initial Cost—These machines, on the whole, are priced 
lower today than ever before. And their savings often pay for the 
investment in a few months’ time. ..The highly skilled labor 
necessary to build packaging machinery is already scarce. Prices 
of materials are tending upward. There is every indication that 
machinery prices will rise. Action now assures your getting the 
benefit of present low prices. 


















EASY OPENING 
TAB 


Black Jack is just one of the American Chicle Com- 
pany’s gums that are wrapped by our machines 
Note the easy opening tab—a recent improvement. 








These three different sizes of Milkweed Cream, in 

their attractive’ Cellophane” wrappers are wrapped | 
on one of our flexible machines. Any number of 

sizes, within certain limits, may be wrapped on 

such a machine. 





An example ot work done by our Electric-Eye 
wrapping machines, which locate the printed de- 
sign accurately on the goods. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND 
LOS ANGELES MEXICO, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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ESIGNERS of modern pack- 

ages should know the need 
of strong, striking, colorful... yet 
artistic...designs that fit the 
product. For years Heekin has 
been noted for its distinctive 
package creations... true colors, 
perfectly reproduced. Every color 
of the rainbow is available to you 
... lithographed on metal. One- 
of-these days you are going to 
improve your present metal con- 
tainer—or want a new one. Let 
us work with you. There is no 
obligation. The Heekin Can Com- 
pany, Cincinnati, Ohio. 
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Foil, tight-wrapped—for extra protection 


O far as MODERN PACKAGING is aware, credit goes to 

The Hills Brothers Company for the use of the 
first* tight-wrapped, laminated foil package, in which 
the Dromedary Dixie Fruit Cake Mix now makes its 
appearance on retail shelves and counters. 

Dixie Mix would be a highly perishable product in 
ordinary packages, for it contains not only flour, sugar 
and shortening but also spices and a leavening agent, 
and even nuts and candied fruits. But with the foil to 
exclude light and retard temperature changes, and 
tight-wrapping to prevent sifting and insect infestation 
there is added protection to the product. 

As with most innovations, considerable experimenta- 
tion was a necessary preliminary step in the develop- 
ment of the new package and its assembly. It 
essential to experiment and test with the foil wraps, 
trying different types of adhesives. Also the feeding of 
the foil wraps required considerable study because these 
wraps act entirely different from paper, and have to be 
handled carefully so that they will not bend or scratch. 
In feeding the printed wraps, a suction head picks up 
the top wrap and then blows a blast of air between the 
top wrap and the balance of the pack, making a posi- 


was 


*One of the prune packers on the Pacific Coast uses a foil wrap 
on a package but this wrap has the foil surface on the inside 
against the carton and the paper surface is outside. So that while 
protection is obtained from the foil in this manner, the appear- 
ance is the same as any other paper tight-wrapped_ package. 


EASY AND QUICK.. 
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tive separation. The wraps are then fed through the 
glue rolls, and a uniform coating of adhesive is spread 
over the blank (paper side) of the wrap. The machine 
then automatically wraps the printed label around the 
filled carton, overlapping at all edges and corners and 
delivering the package ready for packing. 

The packages can be wrapped on both semi-automatic 
adjustable tight-wrapping machines or on fully-auto- 
matic tight-wrapping machines. On the semi-automatic 
equipment, one operator is required and the produc- 
tion will average from 10 to 15 per minute, while on 
the fully-automatic machine the operation is entirely 
automatic and the production will average 60 per min- 
ute, Various types of adhesives may be used although 
this is an important consideration and the National 
Adhesives Corporation has done considerable work 
along this line, its adhesive being used at Hills Brothers 
at present. The printed foil wraps are supplied by the 
Reynolds Metals Company. The tight-wrapping ma- 
chines are manufactured by the Stokes and Smith Co, 

Thus, another progressive step in the packaging of 
food products has been taken and is sponsored by a 
concern that already is responsible for several improve- 
ments in that field. For it is quite characteristic of 
The Hills Brothers Company to constantly seek new 
wraps and means of further protecting its products, 
co-operating closely the while with the progressive sup- 
pliers of packaging equipment and materials. 


DROMEDARY 
FRUIT CAKE MIX 
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Martin Feybusch, president of the New Jersey 
Machine Corporation, died on Friday, October 25. 


Joseph F. Hindes, chairman of the executive commit- 
tee of the Maryland Glass Corporation died on ‘Tues- 
day, October 29. 


Smith L. Rairdon has been appointed eastern sales 
manager of the Owens-Illinois Glass Company with 
headquarters at the company’s branch office in New 
York City. Mr. Rairdon has for some years been man- 
ager of the company’s Pharmaceutical and Proprietary 
Division, including the Liquor Ware Division and 
though he takes over his new duties in New York Oct. 





SMITH L. RAIRDON 


15, he will continue to act in an advisory capacity in 
relation to this division’s liquor ware operations. 

Mr. Rairdon’s transfer to the east is in recognition of 
the increasing importance of Owens-Illinois business in 
that region and in anticipation of still further enlarge- 
ment of the company’s business there. It will be some- 
thing in the way of a homecoming also for Smith was 
stationed in New York previously for several years and 
has a host of friends there. 


David D. Darling has been appointed manager of the 
lancy paper department of the Aldine Paper Company. 
Mr. Darling was formerly associated with A. M. Davis 
Company of Boston, Mass. For more than seventeen 
vears he was active with this concern in the capacity 
of production manager and assistant art director. 
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George Switzer, designer, announces the removal of 
his studio to 336 Central Park West, New York. The 
new telephone number is Riverside 9-7124. 


Wadsworth D. Roy has joined the sales staff of The 
Richardson-Taylor-Globe Corporation and will repre- 
sent the company in the Central States. Mr. Roy has 
been located in Detroit for many years, operating his 
own agency, The Wadsworth Company. 


Automatic Scale Company, Inc., is the name of the 
corporation formerly known as Scale and Machinery, 
Inc. The reason for the change in name is that the 
company manufactures a complete line of weighing 
machines exclusively and is more descriptive of its 
present activities. There is no change in the financial 
structure or personnel. Likewise the address, 591 Hud- 
son St. and telephone, Chelsea 3-3250 are unchanged. 


George Welp of International Printing Ink Corpora- 
tion was discussion leader at the session on packaging 
held in conneg¢tion with the annual exhibition and con- 
ference sponsored by the Advertising and Sales Club 
of Toronto, Inc., at Toronto, Canada, October 28 to 31. 
Participating in the discussion were, among others, J. R. 
Kennedy of United Drug Company Ltd. and R. B. 
Jones of General Foods, Ltd. 


A. A. Morse, who has been secretary of the Board 
of Governors of the Can Manufacturers’ Industry, in 
charge of code activities under the N.R.A., has returned 
to the American Can Company with the title of Execu- 
tive Representative. Mr, Morse was associated with the 
American Can Company during its formation in 1901 
and left to form the Stiles-Morse Company and later 
the La Crosse Can Company in 1905. Five years after 
this he brought his organization to Wheeling, West Va., 
to establish the Johnson-Morse Can Company. Dispos- 
ing of his interest in the can business, in 1920 he 
became vice-president and general manager of Log 
Cabin Products Company, St. Paul; four years later 
president of Tin Decorating Company, Baltimore, and 
in 1932 president of the Forbes Lithograph Manufac- 
turing Company of Boston. 

Mr. Morse takes his present position after an absence 
of thirty-three years from the American Can Company. 


Continental Can Company, Inc., for the twelve 
months ending Sept. 30, 1935, reports net income of 
516,231,650, which, after providing $4,966,165 for de- 
preciation and federal taxes left net earnings available 
for the common stock of $11,265,485, equivalent to $4.23 
a share on 2,665,191 common shares of $20 par value 
outstanding at Sept. 30, 1935. 

(Continued on page 78) 
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Successful merchandising is accomplished by 
making one product (or family of products) 
have more Consumer-Appeal than that of 
competitors. 


The redesigning of the Robb-Ross food packages was based 
on carefully studying why consumers bought these products, 
and incorporating these ''Reasons-Why"' into the basic and 
individual package design. 


The Robb-Ross job, from original idea to complete packages, was done by the R-T-G 
Packaging Staff. If your packages lack Consumer-Appeal ask to see examples of 
their work, methods employed and what improvements they suggest. 


THE RICHARDSON-TAYLOR-GLOBE CORPORATION 


CREATORS, DESIGNERS AND MANUFACTURERS OF DISTINCTIVE FOLDING CARTONS 
4508 West Mitchell Avenue » Winton Place . Cincinnati, Ohio 













































NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND = SUPPLIES 








Cquipment and Mnaterials 


Automatic Bag Machine 


An entirely new development for the packaging of 
coffee in one-half and one-pound bags is incorporated 
in a new automatic bag machine announced by the 
Franklin Steel Works, Joliet, Ill. This machine is said 
to produce up to 60 completed bags per minute, and is 





equipped with a number of folding and crimping sta- 
tions to take care of the number of folds necessary to 
produce a tight filled bag. Operations include the feed- 
ing of the bags, filling, shaking and folding, and crimp- 
ing the tin-tie ears underneath the fold. 

The weighing and filling is controlled by a photo- 


electric cell device so that if there is no bag under the 
filling spout there is no discharge from the weighing 
machine. The adjustment for the different sizes of bag 
from the one-half to the one pound (or any amount in 
between) is accomplished by a single crank motion 
which raises the entire transfer bed up and down as 
needed. The same is true of the bag magazine, and 
the only change necessary on the bag-feeding device is 
the changing of the blades to suit the size of the bag. 

The air tank, shown in the illustration, can be dis- 
pensed with for the individual machine if the plant 
where it is installed has air pressure of its own. 

The weighing machine for coffee is of the net weight 
type, and will handle either the whole bean or fine 
ground coffee, and the weighing machine has been 
planned for accuracy in net weight production. 

The interest already shown in this machine would 
indicate that it has an important place on the market, 
especially in the coffee trade at the present time. 

This machine is also arranged so that it may be con- 
verted for the use of cans or cartons in case the produc- 
tion on bags should change in favor of the other con- 
tainers, hence the owner of such a machine will not 
suffer a loss in the ownership of this machine should 
such changes take place. 


New Type Offset Press 


The U.P.M.—Kidder Press Company, Dover, N. H.., 
has recently built and installed for a Western manu- 
facturer an offset press that prints three colors from one 
impression cylinder. This press is roll-fed with an all- 
size sheet cut-off, handling sheets up to 36 in. x 48 in. 
and allowing for cut-offs at 14 in. intervals down to a 
minimum of go in. The (Continued on page 8o) 





Designed for users of fibre board who want a tool for free-hand carving on fibre board and for trimming and elaborating on 
designs made with the fibre board cutters. Other uses are carving linoleum and rubber printing blocks; opening cartons; cut- 
ting paper, cardboard, leather, and for any work requiring a tcol of razor edge keenness. The tool, which is manufactured by 
the Stanley Works, New Britain, Conn., consists of an aluminum handle and six special pointed razor blade type cutters—the 
five spares held in a magazine in the handle 
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Order for New Subscription 


MODERN PACKAGING: Please enter the following 
NEW subscription for which I enclose payment: 
$5.00 to cover one year [_] $8.00 to cover two years [| 


This is 
oe eM NM cc EEN co TS LE ERS NESS sb 
pn a RAED SORT MS ES ’ an expiration 
City 
Products Manufactured 


notice 


I tl 


Your position (or profession) 
CANADA — $7.00 — One Year 
12.00 — Two Years 


FOREIGN — $6.00 — One Year 
10.00—Two Years 


RESERVE YOUR COPY NOW! 


The 1936 edition of the PACKAGING CATALOG 


A magnificent 400 page volume 
A complete directory of the Packaging ida 
A necessary handbook for all Packagers 


A ‘copy of the 1936 edition of the PACKAGING CATALOG will be sent 
for $1.00 only to paid subscribers to MODERN sei ; 


C] Enclosed herewith extra $1.00 ae 
C] Canadian Subscribers $2.00 (Includes Customs Dugg ae 

| 

(COPIES WILL BE READY FOR DISTRIBUTION EARLY NEXT YEAR) 








BUSINESS REPLY ENVELOPE 


FIRST CLASS PERMIT No. 2656, - Sec. 510, P.L. & R.. NEW YORK, N. Y. 


MODERN PACKAGING 


425 FOURTH AVENUE 
‘NEW YORK,N.Y. == 
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Remember the fabled animal whose 
ancestry included nearly every- 
thing in the animal kingdom? Hind 
legs like an elephant, forelegs like 
a hound, tail like a horse, face like 
a lion, hump like a camel, horns 


like a cow. 


You could get a combination ride 
on this critter, but the motive result 
proved so mixed that the Maha- 


rajah stuck to his horse. 


In similar fashion, some publica- 
tions have attempted to be all things 


toallmen. That is too big an order. 


MODERN PACKAGING set out to 
do one job and do it extremely well. 
We operate in a world of package 
material makers and package ma- 
chine producers who serve a vast 
They 


all know they can get the latest 


army of actual packagers. 


and best information from a publi- 
cation that specializes in packaging 
—and covers every phase of it 


authoritatively. 


Proof of the real value of this maga- 
zine is found in the fact that the 
majority of our 9,000 circulation pay 
$5.00 each per year to get MODERN 
PACKAGING regularly. 


ADVERTISERS: If you want to sell 
to packagers you'll reach the best 


of them at lowest cost here. 


READERS: If you want to receive 


this magazine regularly, use handy 


return form tipped-in herewith. 


MODERN PACKAGING 


425 FOURTH AVE. 


NEW YORK 
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THIS CARTON BOTTOM IS 
WIRE STITCHED art 


: THE MATERIAL COST of 
this BOTTOM 
































sealed with gummed tape AND THESE 
ADVANTAGES ARE CLEAR PROFIT: 


A worthwhile labor saving 
Eliminating any detrimental 
effect by humidity 
Additional strength 
Assured better delivery 


It costs you nothing to ask us for further particu- 
lars regarding what we might save for you with 
Ideal Stitchers. 6 types—tull range of sizes. You 
can’t lose by inquiring! Ideal Stitcher & Manu- 
facturing Co., 100 Fourth Street, Racine, Wis. 


MACHINES FOR 
EVERY STITCHING JOB 
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FOR YOUR 
INFORMATION FILE 


EW papers as offered by The Marvellum Company, 

Holyoke, Mass., include Stellar cretonne papers in 
nine background colors. An attractive effect is ob- 
tained by an irregular spatter design of small metallic 
particles. In Silvergloss papers, there are two numbers, 
Plaid and Berry, the former consisting of crossed 
metallic stripes with striped backgrounds in. silver, 
green, blue, red and black. The latter, of which there 
are three, carry leaf designs in silver, with berries in 
blue, green and red. 


O that the beer distributive trade may be fully in- 

formed about the cap sealed can for beer and the 
opportunities it offers to them, Continental Can Com- 
pany, Inc., will publish Canned Beer News at regular 
intervals. The first edition, under date line of Oct. 26, 
has been sent to approximately nine thousand beer dis- 
tributors throughout the country. Each issue will show 
them the current advertisement which Continental is 
running in national magazines to build consumer de- 
mand for.beer in the cap sealed can and flash current 
news that will keep them up-to-date with the pace of 
canned beer progress. 


NOTHER issue of the Superintendent, house or- 
gan of The Karl Kiefer Machine Co., Cincinnati, 
Ohio, has just appeared. Among the many articles con- 
tributed by E. E. Finch, general manager, is that cap- 
tioned “About Filters and Their Use,” which will be 
found of general interest. Other illustrated stories con- 
cern vacuum filling machines, pressure filling machines 
and the building of conveyors. ‘Two pages are devoted 
to recent Kiefer installations which include representa- 
tive plants in industries in this country and abroad. 
Company offices are now maintained in New York, 
at 225 Broadway; in San Francisco at 311 California St.; 
in Boston at 10 High St.; in Chicago at 222 W. Adams 
St.; and in London, England at Windsor House, Vic- 
toria St., Westminster, S, W. 1. 


Se the twenty-fifth anniversary 
of Bakelite Corporation, is a 48-page special edi- 
tion of its house organ, Bakelite Review. Included in 
the book, which is well illustrated and bound in a silver 
and blue cover, is a history of the company’s activities 
in this country as well as those of its foreign affiliations 
in England, Germany, Italy, Japan and Canada. The 
use of Bakelite materials in various industries is out- 
lined and illustrated in a most comprehensive manner. 
Particularly is the work which this company has done 
in the packaging field of interest. States the opening 
paragraph of this section: “Perhaps the forerunner of 
‘packaging in plastics’ is hinted in this sentence from 
a Bakelite advertisement in July, 1914, “To machine a 
cover that fits so tightly that it won’t drop off is no 
great feat, but this box and cover are just as they come 
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from the molding press.’ It was a small cylindrical box 
and its cover had raised lettering showing the possi- 
bilities of including insignia in the mold design.” 


NEW product, Enameloid-Cloisonne, has been an: 

nounced by the Gemloid Corporation, 425 Fourth 

Ave., New York. ‘This is said to be well adapted to the 

decoration of containers and bottle and jar tops. ‘This 

processed material is available in sheet form, individual 

designs chosen by the customer being embossed in un- 
limited cloisonne effects. 

Manufacturers have been quick to realize the pos- 
sibilities of this decorative plastic development, the 
company adds, and numerous types of products are 
being decorated with it today. It is stated that any de- 
sign, figure or pattern in cloisonne effects may be easily 
obtained and that the material in many instances lowers 
manufacturing costs, beautifies the product and opens 
new avenues of sales while widening the packaging 
range in the novelty and specialty fields. 

Made under a patented process, Enameloid-Cloisonne 
is unusual for its decorative effects with a definite ap- 
peal to the feminine consumer element. The Gemloid 
Corporation has issued a catalog, available on request, 
which describes and contains samples of this material. 


I'TH the return of the liquor and beer industries, 

The Karl Kiefer Machine Company has enjoyed a 
tremendous increase in the demand for its products, In 
addition to this business, Kiefer machines go to many 
other fields, such as those of food products, drugs, cos- 
metics, paints and practically everywhere that. still 
liquids or semi-liquids are made. A number of new 
machines have becn brought out and others are in the 
course of development: <A_ high-speed combination 
straight-line bottle cleaning and filling machine; a 
semi-automatic vacuum filling machine; a simple high- 
speed capper; a semi-automatic compressed air bottle 
cleaner; an improved large capacity filter; an improved 
filtermasse washer. 

The development of this new machinery and _ the 
necessity of greater production have taxed manufactur- 
ing equipment to the limit, demanding increased 
facilities. As a result, much plant equipment though in 
excellent condition has been scrapped and more mod- 
ern higher-speed machines have been installed. Today 
the Kiefer plant constitutes a display of the finest ma- 
chine tools available, enabling the company to produce 
more rapidly and thus render its customers prompt 
service. A cordial invitation is extended to the trade 
to visit its plant. 

Of interest also is the large display of Kiefer products 
to which an entire floor is given over in the exhibit of 
bottle and jar cleaning machines, filling machines of all 
types and sizes, conveyors, packaging tables, filters, 
pumps, and percolators. Many enlarged photographs of 
interesting installations in outstanding plants are 
shown, as are hundreds of packages that have been filled 
and finished on Kiefer machines. 


. the article describing the new ‘Tempo series of 
stationery boxes used by the White & Wyckoff Mfg. 
Co., through error the name of the designer was stated 
as Arthur Baerman. This is incorrect: The designer 
is Walter Baermann, to whom apologies are offered for 
this error.—EpITOR 














Ritchie designed packages do just that. For Ritchie 


designers have a thorough understanding of merchan- 
dising values, as well as sound package construction. 
They know how to give your package that distinctive 
quality that implies leadership . . . and attracts con- 
sumer interest. Theirs is an intimate understanding 
that has come from 69 years of fine box making. 
There is no premium to pay for distinctive Ritchie 
styling that helps to move merchandise from dealers’ 
shelves. Can we assist you in designing a new package 
for your product? Would you like to have us analyse 
your packaging needs and submit our suggestions for 
an improved, sales-producing package? We invite you 
to use the creative and package styling facilities of the 


Ritchie Organization . . . without cost or obligation. 


Send for Packages That Sell’ 


A style review of modern sales-producing 
packages ... many illustrations of 
striking, idea-giving packages . . . several 


prize winners. Send for it today. No cost. 


W. C. RITCHIE ano COMPANY 
PAPER BOXES « ALLIED PRODUCTS + FIBRE CANS 
8849 BALTIMORE AVENUE, CHICAGO 


New York Detroit 
Los Angeles 


Minneapolis 
St. Louis 


St. Paul 
Ft. Wayne 
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When COLOR 


is called for— 





answers every call! 


Colors you can’t get in glass! Colors that dis- 
tinguish—and identify your package—in adver- 
tising, on the counter, and in the home—colors 
that are remembered. Bright, lustrous, over- 
all colors, or combinations of color, in labelled- 
when-made, attractive containers. 


That’s what HYCOLOID offers you. And your 
Hycoloids are all featherweight and unbreak- 
able. Their increasing popularity and use are 
their strongest recommendation to your con- 
sideration. 


Get samples 


and information ! 


HYGIENIC 
TUBE & 








There's convenience CONTAINER 


in Hycoloid! 


They fit purse or vest C O M ? A N y 


pocket as well as 


shelf space—han- 


dily! 42 Avenue L., Newark, N. J. 
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Plants and Personalities 
(Continued from page 72) 


Advertising and Sales Club of Toronto, Inc., held 
its fifth annual exhibition at the Royal York Hotel 
October 28, 29, 30 and 31. Included as one of the fea- 
tures of this exhibit was a wide selection of outstanding 
examples in modern package design, a new departure 
in this year’s exhibition. Other displays included ad- 
vertising, commercial art and direct mail exhibits. 
Clinical forums were held every afternoon. 


E. J. Mills, associated with the American Products 
Company in an executive capacity for the past 25 years, 
has been elevated to the presidency. Albert Mills, 
founder and president of the company from its incep- 





E. J. MILLS 


tion, was elected chairman of the board. C. M. Mills, 
for a long time guide of its financial destinies, con- 
tinues as treasurer of the company. 

The other officials are R. L. Flett, vice-president and 
director of manufacturing operations; J. P. Decker, 
secretary and comptroller, and R. L. Lippert, assistant 
secretary and director of sales promotion. 

The American Products Company, manufacturers of 
the nationally known line of Zanol household products 
and one of the largest direct selling companies in the 
world, has been in business for 28 years, Outstanding 
is its modern manufacturing plant, widely recognized 
as a model of efficiency, where 250 products including 
packaged pure foods, cosmetics, household cleaners and 
specialties, are manufactured. 


The National Can Company, Inc. is proceeding with 
a reconstruction program at its plant in Baltimore, Md. 
Plans for this work have been prepared and construc- 
tion will begin immediately. The aggregate cost of 
plant improvements and reconstruction will exceed 
$500,000. Brown & Matthews, Inc., New York, are the 
general contractors. The building will be 200 ft. by 
180 ft. in area, four stories in height and of fireproof 
construction and will be equipped with heavy duty 
elevators. The building will be erected in four indi- 
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vidual units and work on the first unit will begin im- 
mediately. The work will entail dismantling existing 
building as new work progresses, without interruption 
of plant operations. 


Thwing Instrument Company, Philadelphia, Pa., 
maker of high grade pyrometer apparatus and paper 
testing instruments, hereafter will be known as the 
Thwing-Albert Instrument Company, This change is 
in name only, as it involves no change in ownership, 
management, policy or product. 

Dr. Charles B. Thwing founded the business in 1906 
and was a pioneer in the development and manufacture 
of high resistance pyrometer apparatus. Edward J. 
Albert has been associated with the company for 17 
years as manager as well as secretary. 

In addition to its pyrometer business, about twenty 
years ago the company started the paper testing instru- 
ment department of the company, which due to the 
careful engineering and painstaking efforts in produc- 
ing paper testing instruments, has grown rapidly pro- 
ducing such well known items as the Elmendorf Tear- 
ing Tester, the Thwing Basis Weight Scale, the Pene- 
scope, the Vapometer, the Thwing Portable pH Meter, 
Razek-Mulder Color Analyzer, the Thwing All-Purpose 
Tensile ‘Tester, Formation ‘Tester, White Water 
Sampler, Thwing Multiple Folding Endurance Tester. 

The main office and laboratory will, as before, be at 
34th St. and Lancaster Ave., Philadelphia, Pa. 


Williams Sealing Corporation, Decatur, Ill., declared 
a semi-annual preferred stock dividend as of September 
1, and is paying back dividends for the years 1933 and 
1934, according to Carl McQuinn, president and gen- 
eral manager. It is stated that sales of cork and seal 
caps have more than doubled during the last two years, 
Present machinery has been rebuilt and reconditioned 
and a number of new features have been added. Mr. 
McQuinn has been a directing head of the company 
since Jan. 1, 1933. 


American Can on the Air 


Sponsoring Ben Bernie and All the Lads, American 
Can Company initiated its broadcast over NBC-WJZ 
on Tuesday evening, October 29. The program will 
be continued at the same time, 9:00 to 9:30 p.m. East- 
ern Standard Time every Tuesday night, 

The inaugural broadcast presented a wide variety of 
talent by remote pickup. Henry W. Phelps, president 
of the American Can Company, personally greeted 
Bernie and the audience and spoke briefly of the aims 
of the company. From Dallas, Texas, came a salute 
from Harry Sosnick and his orchestra, playing at the 
Hotel Baker. Mary Small, the girl vocalist of few years 
but great popularity, sang from Washington. The 
voice of Tamara, exotic revue dancer and singer, was 
heard from Boston. Of special significance was the ap- 
pearance on the program of George Olsen, Ben Bernie’s 
old pal and golf rival. He and his band joined the 
broadcast from the College Inn, Chicago. The series 
will be built around the music of Bernie, his fiddle and 
the lads and his irrepressible comments. His micro- 
phone trademark will continue to be the Ol’ Maestro’s 
familiar ‘‘best wishes, a fond cheerio, a bit of toodle-oo, 
and plea-sant dreams.” 








LOTOL GIVES 
STRENGTH 


8 
RESISTANCE 
TO MOISTURE 


Cartons and bags made of LOTOL processed paper, then 
sealed with LOTOL are as nearly moisture resisting and burst- 
proof as it is possible to make them of paper. 

LOTOL greatly increases the strength and toughness of 
paper—it has very definitely demonstrated its superiority as 
a sealing material. Unlike glue, it sets quickly, is impervious 
to temperature changes, is unaffected by water. It makes a 
permanent seal which cannot be opened without destruction 
of the package. 

The application of LOTOL to the betterment of your product 
is well worth your immediate and serious consideration. Any 
reasonable quantity necessary for test purposes will be sup- 
plied without charge or obligation. In special cases where 
natural Latex is necessary, we are in position to supply all 
types. Why not tell us about your problems? 
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Division of United States Rubber Products, Inc. 
1790 Broadway, New York, N. Y. 
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3 Differently Shaped | 
Products. I 





but BOSTITCH STAPLES 


do the same good job for each 


Every day a million or more Bostitch stapled 
items are sold in dime and drug stores. Every 
day, thousands of pilferings are avoided be- 
cause Bostitch Staples hold products firmly 
to their cards. Every day thousands of extra 
sales are made because Bostitch staples help 
products get better display, attract more eyes. 


Yet Bostitch staples are easy and inexpensive 
to apply. You can package your product, the 
Bostitch way, with a minimum of equipment 
and a maximum of speedy production. 


Whatever you make... if it's small, needs 
display and protection from pilferage 
Bostitch can solve the problem. Write us 
about it. 


BOSTITCH SALES COMPANY 


56 E. Division St. East Greenwich, R. I. 


i Please send folders showing how Bostitch helps create 
more profitable sales displays . . . also full information 
on Bostitch fastening methods. 
MP-11-35 
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Equipment and Materials 


(Continued from page 74) sheets go through the print- 
ing unit just the same as in all Kidder all-size adjustable 
presses, except that it is, in this case, offset printing. 
Standard chain gripper bars deliver the sheets to an 









PLATE CYLINDER 
BLANKET CYLINDER 


FEEDER ALL SIZE 
CYLINDER CUT-OFF 


AUTOMATIC LOWER- 
ING PILE DELIVERY 







IMPRESSION 
CYLINDER 








RACKING BACK 
MECHANISM 
oO 











STANDARD CHAIN GRIPPER BAR 








automatic lowering pile. Fountains, ink rollers, plate 
and blanket cylinders are all readily accessible for ad- 
justment, change, makeready, etc. 


Throw-Away Draught Beer Can 

Said to be the only “throw-away” beer container that 
permits the consumer to have draught beer in his home 
at all times is the Can-O-Draft, made by the Heekin 
Can Company, Cincinnati, Ohio. This container keeps 
the beer fresh and creamy indefinitely but it must be 
kept refrigerated as, like all draught beer, it is not 
pasteurized. ~ The yee! is protec ted from metal by a 
special inner seal. \ spigot is provided as part of the 
container—merely turn it on and the beer flows freely; 
turn it off when glass fills. 

To the breweries this container eliminates the cost ol 
gathering returns, no loss through broken cooperage, 
and no floating investment in containers. It is a throw- 





away proposition and does not necessitate the consumer 
to tie up any money on bottle deposits if he is using 
bottle beer in the home. Also it appeals to small 
gatherings where draught beer is preferred to bottle 
beer and where the usual 14-bbl., the smallest unit 
offered by brewers in draught beer, would be too much, 

















Many people do not like bottle beer; the Can-O-Draft 
enables them to have draught beer on tap in their 
homes at all times. It fits into the average refrigerator, 

The Burger Brewing Company, one of Cincinnati's 
largest and finest brewers, who are rapidly expanding 
and doing a large shipping business, placed the first 
order for this draught beer container, with initial 
orders from jobbers and dealers pouring in, and re- 
ports of ready consumer acceptance from all sources. 
The accompanying illustration shows one of the con- 
tainers used by the Burger brewery. 


All Boxed Sheets for Wearwell 


Marshall Field & Company presents “the first of all 
boxed sheets” for its Wearwell brand. In addition to 
box protection, sheets are loosely wrapped in printed 
transparent cellulose for dust protection, for better ap- 
pearance, for better accessibility, Pasted labels, which 
once annoyed housewives, are no more, Sheets may be 
pin ticketed without destroying the transparent wrap. 

The package was designed, primarily for mass display, 
by D. R. McDavid, who utilized the possibilities of capi- 
tal W (as in Wearwell) to produce a “natural” for an all 
over background display. Color: dark turquoise with 
white stars and lettering—a one-color job. 

Sales increased by leaps and bounds with the intro- 
duction of the new package. Wearwell mills are sold 
up months ahead of schedule. All because Field’s clev- 
erly tied up with a sound merchandise plan and did not 
expect the package to produce miracles unassisted. 











INTERNATIONAL Scores 
with this practical and striking 


COUNTER DISPLAY 


It’s large enough for the merchandise . . . 






small enough for a crowded counter. As 






packages are sold, dealer can replace with 






fresh ones. A really handsome display. 
* * * 


WE CREATE NEW IDEAS IN PACKAGING 
TO STIMULATE SALES. LET US SUGGEST 
HOW TO DRESS UP YOUR MERCHANDISE. 










INTERNATIONAL 
FOLDING PAPER BOX CO., INC. 


921 THIRTY-EIGHTH STREET, NORTH BERGEN, N. J. 
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THEY CLINCH TIGHT — 
ACME S/o titel, 


See SY NY YY YoY 
RE 


Gu S PAT OFF 


STAPLES 


@ Stitching wire with the strength to clinch 
tight—and stay that way, means safer ship- 
ments for your containers. 


Perfectly even in temper, width and thick- 
ness, Acme Silverstitch forms unvaryingly 
strong seams and joints. Even the appearance 
is better, because Silverstitch staples are so 
smooth and even. 


Faster stitching work is done, because this 
wire operates on your machines more 
smoothly, and the 10-lb., 
one-piece coils reduce 
stops for coil replacement. 


The galvanized finish of 
Acme Silverstitch is your 
assurance of clean, rust- 
free shipping cases and 
inside packages. For 
acidiferous products, 
there is Blue Label Silver- 
Send for free 5-Ilb. test stitch of extra rust re- 


coil in your size. sistance. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVE., CHICAGO, ILL. 
Branches and Sales Offices in Principal Cities 
a 


STITCHING WIRE GIVES STRONGEST, SUREST JOINTS IN 
CORRUGATED AND SOLID FIBRE BOXES 
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Pioneering a New Publication 


SHIPPING MANAGEMENT—a new magazine designed to 
cover the news of the men, methods and materials of 
the world of shipping—will be published by Breskin & 
Charlton Publishing Corporation. The first number 
will be issued January, 1936. MOopERN PACKAGING 
pioneered in the field of package design, merchandising 
and production, and now SHIPPING MANAGEMENT has 
been developed to serve a hitherto neglected field 
whose use of materials, equipment and services is esti- 
mated in excess of $4,000,000,000 a year. 

An initial circulation of 15,000 will be increased as 
soon as possible to 25,000. Estimates based on a survey 
of representative American firms indicate that there 
may be as many as 50,000 whose yearly shipments aver- 
age between 40,000 and 50,000 units each. (The arbi- 
trary measuring stick for “volume” shippers.) SHIPPING 
MANAGEMENT will go to the Shipping Department 
Manager of each firm and will deal with the problems 
of rates, regulations, containers, labels, sealing, marking 
and weighing equipment, storage and handling, record- 
keeping, choice of packing and shipping methods, and 
with the results which each business wants from the or- 
ganized management of its shipping department. By 
the use of a unique survey, which followed upon more 
than a year’s careful contact with the field, the new 
magazine has been made-to-order in advance. 

Joseph Blue, whose connection with the shipping 
field began in 1923 with his position as advertising man- 
ager of the Corrugated Paper Mills (now the Natick 
plant of Container Corporation of America), will serve 
as editor of SHippING MANAGEMENT. Editorial and ad- 
vertising offices will be maintained at the new Boston 
office of Breskin & Charlton Publishing Corporation, 
143 Newbury St., as well as at New York and Chicago. 


Synchronized Production for Canned Corn 


(Continued from page 61) baskets are lowered in the 
cookers, and taken out, by means of the tramrail hoists. 
When removed, hot, from the cookers they are placed 
on a gravity roller conveyor and are conveyed to the 
cooling tank. At the cooling tank the baskets are 
suspended from chain conveyors (there are two of these) 
with the hot cans submerged in circulating water, and 
travel at a slow rate through the length of the tank, 
then elevated and brought around into the building, 
still on the conveyor, to the unloading bench. 

At this point the cans are placed in shipping cases. 
The latter are delivered to this point by chute from 
the floor above and are the same cases from which the 
empty cans were taken and sent by chutes to the filling 
machines. The filled cases are sent to the floor below 
by chutes where they are temporarily stored, until they 
are wanted at the labeling machine. The latter is on 
the same floor as the bench where the cans are placed 
in the cases, They are delivered to the labeling machine 
by an elevating conveyor. However, before being 
labeled the cans go through a shaker and afterwards are 
placed in cases and sent through the case sealing 
machine. Finally the sealed cases are placed on skid 
platforms and hauled away to the adjacent shipping 
platforms by means of lift trucks. 
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Along the Holiday Front 


(Continued from page 36) lid, the latter being litho- 
graphed in appropriate design. 

Other interesting innovations are making themselves 
known in a number of the general merchandise fields. 
Benson and Hedges has sponsored a seasonal litho- 
graphed wrap sleeve for its cartons of Virginia Rounds 
cigarettes. Here seasonal motifs are combined with a 
picture of Mount Vernon—the Virginia atmosphere—to 
form a pleasing and appropriate design. Should any of 
the wrapped packages survive the Christmas rush, the 
merchant has but to remove the outer wrap to disclose 
the cigarettes in their standard package. This same 
procedure is being followed—as in years past—by most 
of the large cigarette producers, who find a large and 
growing semi-wholesale market among carton pur- 
chasers at Christmas time. 

Neat and decorative set-up boxes are being used by 
Benson and Hedges for packages of fifty and a hundred 
cigarettes of assorted sizes. Such items have long been 
prominent among this firm’s offerings, the seasonal in- 
novation being restricted to changes in paper wrap and 
in box design. 

L. E. Waterman Company offers a fountain pen and 
pencil set in a set-up box in which the cover is inverted 
for display purposes to disclose a pen and pencil set up 





The Univex Camera gift set is appropriately banded for holiday 


The individual camera package also uses a removable 
decorative sleeve for the same purpose 


sales. 


as if on a pedestal. The box sides are of bright shining 
foil with paper and printing in light pastel coloring. 
This firm reports a decided trend away from the bright, 
bold colors—so prominent in this field a few years 
back—in favor of more subdued shades which do not 
“fight” the merchandise for attention, 

The International Silver Company has sponsored a 
pair of Christmas silver chests, the two colors being 
offered to permit of variations in public color fancy. 
Both boxes are of wood, highly lacquered and with a 
band and a series of small stars in gold or silver as 
trim. The box linings are chemically treated to pre- 
vent tarnishing of their contents. To promote the 
Christmas idea, each chest carries a holiday gift card. 

A. Stein and Company has likewise turned to fine 











This American Record Plastic 
Molded Package Ex-SELLS in 


Beauty, Utility and Economy 





Many products actually need the pro- 
tection of a durable, substantial plastic 
molded box. Some require it to lend 
atmosphere to the product itself. 
Others make use of the plastic package 
for its premium appeal and re-use value. 
But, regardless of the purpose, it is a 
fact that American Record plastic pack- 
ages ex-SELL in beauty, utility and 
economy. 





MOLDED PRODUCTS DIVISION 













PLANTS: 
SCRANTON, PA. @ BRIDGEPORT, CONN. 


Executive and Sales Offices: 1774 BROADWAY, NEW YORK 
Chicago : Detroit : Cleveland : Hollywood 
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ALIVE to Modern Needs! 
MILLER Offers Flexible 


Low-Priced Wrapping Machines 
for PACKAGES—BOTTLES 
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The “Miller” adjusts in 5 minutes or less for packages 

from 214 to 17” in length, 1 to 7” in width, 
1% to 3%” in height. Packages larger or 
smaller handled at slightly higher cost. This 
machine wraps five to eight thousand pack- 


—” 


PACKAGES 
ages per eight hour day in cellulose, waxed 
paper or foil. 

The Miller Bottke Wrapping Machine wraps bottles of 
many sizes and shapes (except round) in cellu- 
lose. It changes over from one size bottle to 
another very quickly, wrapping from five to 
eight thousand per eight hour day. 


BOTTLES 


Write for full information. 


MILLER WRAPPING & 
SEALING MACHINECO. 


14S. CLINTON STREET. CHICAGO 
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woods as a medium for the construction of attractive 
Christmas boxes. These are made of solid walnut, 
laminated with alternating layers of contrastingly col- 
ored birch. ‘The boxes are re-usable as cigarette con- 
tainers. ‘The firm’s “Free-Swing Suspenders” are packed 
in a set-up box printed in silver, red and black. Most 
interesting among the Stein offerings for the season, 
however, is the “Streets of Paris” display, containing 
twelve pairs of garters, in groups of three each. Each 
of the four groups has a different design of die-cut 
front, representing an old Parisian dwelling—in keep- 
ing with the garters’ brand name. ‘The transparent 
cellulose windows through which the garters may be 
examined are worked into each design as actual house 
windows, ‘The entire forms a display that is certain to 
attract much attention and one that retains its inter- 
esting appearance even after a number of packages have 
been removed and sold. 

In the shipping container and shipping carton fields 
a number of interesting stock items have come to light. 
Typical are the Hinde and Dauch “Holiday Greetings” 
box which is being used by a number of packers of 
fresh tomatoes, potatoes, soap and assorted groceries. 


New Line of Engraving Rubbers 


A new standard line of engraving rubbers for the 
printing of cloth and paper bags, as well as corrugated 
box containers has been announced by the Mechanical 
Goods Division of The B. F, Goodrich Company, 
Akron, Ohig. In this line will be consolidated the 
Goodrich and Diamond engraving gums previously sup- 
plied which makes possible an improved product 
through the adoption of certain standard construction 
features. A complete warehouse stock will be main- 
tained on the seven grades making up this line. 

In addition to the above, The B. F. Goodrich Com- 
pany also offers a line of specialty engraving rubbers 
for general letter press printing. 


A Handy Way to Weigh 

Postalett is a patented pen-size letter scale, just placed 
on the market by The Exact Weight Scale Company, 
Columbus, Ohio. Made of plastic materials, such as 
Plaskon, Beetleware, ‘Tenite, etc., in a variety of attrac- 
tive colors and combinations, this little scale is attractive 
in design, accurate and sturdy, and is tested with Gov- 
ernment standard weights. 

This device offers something entirely new in the ad- 
vertising novelty and premium field. It solves the prob- 
lem of postage-due letters and prevents the waste of 
excess postage. Postalett makes it possible to have an 
attractive and accurate letter scale on every desk in the 
office. It can be used in every city and country home 
and is especially valuable to the traveling representa- 
tive, It affords an inexpensive but attractive and useful 
article for use as premiums, gifts, bridge prizes, etc. 


PRINGFIELD GLAZED PAPER CO., Springfield, 

Mass., has applied to Federal Court in Boston, as of 
Nov. 5, for permission to reorganize under Section 77-B. 
The corporation has been temporarily continued in 
possession of its estate and a hearing will be held in 
Boston on Nov. 25. 
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Spotlighting “Buy” Copy 


(Continued from page 57) kept as simple as possible. On 
some of the packages, where the product is a dominant 
one, or where the product has a particularly important 
patented feature, illustrations have been used. 

The unusual feature of the new packages is the man- 
ner in which the sales copy is presented on the backs 
of the cartons. For the K-M line, the sales points 
appear under the heading “Do You Know’; on the 
Kwikway cartons this selling copy appears under the 
heading “Reasons Why.” 

Inserts have been used where detailed instructions are 
required and in some cases to further sell the product, 
or to advertise other products in the line. Each prod- 
uct also carries a special tag worked out in the “line” 
colors, carrying sales copy under the headings “Do You 
Know” or “Reasons Why,” and the guarantee. 

The work of designing the new packages has been 
done by artists represented by D. D. Knight, Inc., of 
St. Louis, Missouri. 





Combination shipping container and floor display. Easily con- 

verted without destroying the value of the case. No cutting, 

scoring or inner rack pieces are required in setting up this 

“Point of Sale’’ merchandiser. Patented by The Kieckhefer Con- 
tainer Company 


Helping the Artist Select Colors 


(Continued from page 64) colors to those proven his- 
torically and scientifically to be of the greatest relia- 
bility and permanency is fully described in a booklet, 

“Enduring Colors for the Artist.” The company was 
the first to do this and is the only firm to limit ail its 
products to fit these requirements. 

The tube package with the colored top suggested a 
unique and partic ularly fitting method of display. ‘The 
characteristic insignia of the artist is the palette. By 
showing the colors in a spread about the edge of a 
palette the artist would be attracted and his interest 
fixed in a more than usual manner. ‘The display stand 
was the result. In it the tubes are placed from the rear 
with only the top of the shoulder and the cap showing, 
the edge of the shoulder being flush with the front sur- 
face of the palette. Dummy tubes are used because 
they remain a good deal cleaner than stock tubes and 





IN addition to its many structural advantages, Lusteroid has con- 
sistently solved unusual packaging problems in unusual ways. Take, 
for example, the new Nestle Shampoo Tint unit. The Nestle-Le Mur 
Company, confronted by a perplexing ‘‘what-to-do”’ with the three 
tablets illustrated, placed them in a Lusteroid cap which fits over the 
regular bottle closure. RESULT: A smarter-looking, eye-appeal, 
sales-making package—and a practical one, too! 


Use Lusteroid on your next package job. It's strong, tough, 
unbreakable and light in weight. Its smooth, grainless surface is 
adaptable to cylindrical shapes and many sizes and accepts fine 
printing in transparent or opaque colors. 


Please feel free tq consult with us. Our merchandising and 
creative department will help you develop equally unique, equally 
successful solutions to your packaging problems. 











LUSTEROI 


CONTAINER COMPANY, INC. 











Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
SOUTH ORANGE 8 NEW JERSEY 
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PROOF OF ABILITY. . 
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Only a few firms require boxes of this type. But it 
is a significant fact that we produce many of the 
heart-shaped boxes that are made. Significant .. . 
even though you’re interested only in other shapes: 
Because a heart-shaped box is about the hardest 
shape of all to make perfectly. When a boxmaker 
wants to test a workman, he sets him to making 
heart shapes. When you want to test a boxmaker, 
that’s also a mighty good way of getting a line on 
his plant, his staff and his ability. 

Maybe you are interested in heart-shapes after all 
. . . as proof of our ability to build your boxes, of 
any shape, up to the highest standard of quality, 
within the most rigid limits of cost. Let’s talk it 
over . . . by mail or in your plant or ours. No 
obligation, just write 


FERDINAND 
BUEDINGEN 
COMPANY 


INCORPORATED 
Fine Paper Boxes and Paper Specialties 


ROCHESTER - - - NEW YORK 
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do not require tubes from the dealer’s stock. The dis- 
play has proven sufficiently effective so that people ask 
for the colors “in the wooden palette display.” 

A recent addition of the company is its dry color line. 
These colors enable the artist to mix his own colors for 
tempera, fresco and other techniques than pure oil or 
water color painting. Representative packages used for 
these are included in the illustration. The colors are 
put up in containers of the most recent design which 
are highly suitable for this purpose because of their 
wide mouths and straight sides enabling the artist to 
grind his color, put it back in the glass jar, and then 
have a convenient and easily handled jar to work out of. 
Particular advantages of glass are the use of the con- 
tainer for the originally contained dry color ground in 
medium and as a neat and attractive display of the 
materials through the transparent glass walls. 


Packaging for Export 


(Continued from page 48) information into Chinese 
characters had been faulty, but the fact that he learned 
to write Chinese in his native village in Honan prov- 
ince. The goods were destined to be sold in another 
province in which the language and idioms were sufh- 
ciently different as to make the label meaningless 
to the reader. 

Watch your color scheme. That implies to the label 
and also to the colors you select for posters or other 
types of advertising. ‘This is particularly true of the 
Orient, where blue is considered the color of discour- 
agement and mourning. Reds, yellows and greens are 
the favorite colors for such markets. 

Is your product going to be sold in Japan? Then 
be sure to have your Japanese agent secure trade mark 
rights in Japan almost as soon as you lay the first ship- 
ment down in Yokohama. Otherwise, it will be no 
time at all before Japanese factories will be turning out 
their own version of your product and label, right down 
to the last dot over the last “i” in your firm name. If 
you wait for that to happen, it will be too late to ask 
for trade mark protection by that time. 

The wording for labels sometimes takes a queer twist 
for the manufacturer. One manufacturer of a food 
product widely sold as a health food here at home, and 
so proclaimed on his package, found that a literal 
translation of the Chinese characters appearing on his 
export label made no mention of the health giving 
quality of his food. It did say, however, that its use 
would “make the stomach glad,” which is to the 
Chinese what “healthful and nourishing” is to the 
American consumer. 

There is sufficient information available through 
steamship companies and the United States Depart- 
ment of Domestic and Foreign Commerce to guide 
the manufacturer in how to pack and ship his prod- 
uct. Most foreign shipments naturally call for wooden 
boxes, for often the goods must be lightered from ship 
to shore, then borne on mule-back or human heads for 
long distances before reaching the ultimate consumer. 

Just as a side light, it is interesting to remember that 
to the natives of foreign lands the box or container 
itself is an object of high value. Every nail in the 
wooden container will find itself used again by some 
yellow or dusky native, perhaps to hold a sarong from 
slipping off a too-ample form, or twisted into a neck- 























“ PLEASED WITH THE RESULTS”’ 


says Mr. H. F. Brownell of 


McKESSON & ROBBINS, Inc. 
of the STOKES ” 90-D” 


Tube Filling 
and 
Sealing Machine 


Have you consid- 
ered the advan- 
tages of the new 
WESTITE Clos- 

ure? 
1. Prevents closure 
seepage and corro- 
sion. 
2. Saves all clip 
expense. 

3. Shorter tubes 
used. 

4. Prevents prod- 
uct deterioration. 
5. Uses simplified 

equipment. 
ASK FOR FOLDER 


FO 




























Still another user of the “90-D” who is so “pleased with the 
results” that he now operates a battery of these machines 
(see illustration). This full automatic filler and sealer is 
one of a complete line of tube, jar and powder filling equip- 
ment fully described in our new Catalog 34-F. 


WRITE FOR COPY 







FIStoKes MACHINE COMPANY 
eye byronty veans senvine tae nto) es 


5970 Tabor Road Olney P. O. Philadelphia, Pa. 


Filler and Sealer—Ap- 
plies “DiamonLock” 
Clipless Closure and 
can be adapted to 
apply the WESTITE 
Closure—see above. 








KURZ-KASCH presents 






The INDIVIDUALIZED STOCK 


BOX esto} lo l-Yo Mt te meet your needs 


Shown here is one of the many stock 
molds we have recently made available 
to the packaging industry. Beautiful, 
sturdy boxes—suitable for the finest 
merchandise—can now be purchased, 
in small or large quantities . . . indi- 
vidualized as to color, to meet your 
seasonal, special promotion or other 
packaging needs. No mold charges. 


No engineering costs. All you pay for 
She KURZ-KASCH is the molded boxes themselves. 
COMPANY 
NEW YORK DAYTON, OHIO CHICAGO : 
CLEVELAND LOS ANGELES DETROIT DALLAS _ ST. LOUIS and prices. 


MILWAUKEE TORONTO, CANADA 
MOLDERS oO F PEAS Fics 


Write today, let us send you samples 
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JOIN HANDS ws KIEFER/ 


1 a Se Lets work together to solve your 
rately, neatly filled bottles RB OTTLI n G p R 0 B LE m S 


at high speed. The Kiefer 
Safeway Bottle Cleaner and 
Automatic Rotary Vacuum 
Filling Machine 







No matter whether large or small, we 
can “lick” your problem, increase your pro- 
duction, save labor... and give you bottles 
accurately 





that are perfectly cleaned 
and neatly filled, closed and finished. 
PERFORMANCE beats promise all 
hollow. Rely on the Kiefer 30-year reputa- 
tion for dependability, accuracy, efficiency, 
economy of costof machine and of perform- 
ance, durability which will mean a sturdy, 
consistently-performing machine for you long after the one you might 
have installed merely on “say-so,” has been consigned to oblivion. 


WRITE TODAY FOR KIEFER CATALOGS: 
We invite you to attend the FILLING MACHINES RINSERS CONVEYORS 


Kiefer exhibit at 15th Exposition AIR-CLEANING MACHINES PACKAGING TABLES 
of Chemical Industries, Grand CORKING MACHINES SCREW-CAPPING MACIIINES 
Central Palace, N. Y., Dec. 2-7. FILTERS PUMPS PERCOLATORS 
THE KARL KIEFER MACHINE CO.—CINCINNATI 
P. Jorgensen A. J. Sterling M. C. Finn T. C. Kelly 3 Cc. &. duMont . 
311 California Street 225 Broadway, Room 1209 10 High St. 222 W. Adams St. Windsor House, Victoria St. 
San Francisco New York City Boston -Chicago, Ill. London, England 

















IT’S CLIPLESS! 
the COLTON 
CLOSURE. 





This modern method of sealing and closing collapsible tubes is a marked im- 
provement over the old method of sealing with clips. 


Note the attractive finish given to end of tube by the Colton Crimping Machine. 
Many production expenses are eliminated by this clipless closure—i. e., cost of 
clips, time required to replenish clip rolls—and maintenance expense of auto- 





matic clipping heads. 


A descriptive folder fully describing the Colton Closure sent on request. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE., EAST Tube Filling, ‘Glosins 
DETROIT MICHIGAN ees 
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lace—a sign of great wealth and prestige. As for the 
wood, perhaps it may warm the shivering shanks of an 
Indian in a hut on the top of the wind-swept Andes. 
More likely, it will become a valued and useful piece 
of furniture. The few squirts of white liquid which 
passes for milk from a swaybacked cow on the edge 
of Andean plateau will more than likely never fall into 
a hooded, sanitary milking pail. It will splash into 
what is left of a one-time tomato can. 

If your product is capable of being divided into 
smaller portions than you usually pack for home con- 
sumption, give that careful consideration if you hope 
to sell to the natives of other markets. If it is to be 
consumed by American or European residents who 
swelter under tropic suns, probably the unit measure 
won't make any difference. But, if you can sell a small 
quantity by means of broken packages, individual serv- 
ings or what-not, it may add greatly to your market. 
Fractional monies are about all that most natives ever 
have to spend. 

Down in one Central American market, California 
canned butter is sold by the penny’s worth in stores. 
The store keeper scoops out a small measure of this 
delicacy on a piece of paper or bark from large 10- 
or 25-lb. cans, just as the butcher sells leaf lard in bulk 
by scooping out a pound or two for you here at home. 
American or European residents, and the better-class 
natives, buy this butter in 614- or 13-0z, cans, but the 
native cannot afford to lay out this much money at 
one time, so a small scoopful for a penny does him. 

Give a thought, too, to the fact that your product 
in a foreign market is a representative of the United 
States. It can be a good-will ambassador and help 
to promote trade, or it can make the way more diffi- 
cult for other American exporters. Don’t go into the 
export business merely to dump some second-grade 
surplus onto an unsuspecting, gullible native. He's 
not as gullible as you think, and he doesn’t enjoy be- 
ing duped. You may get rid of the surplus, but if you 
want to go back into that market again you'll find a 
memory as keen as the proverbial elephant’s. And, if 
you never export again, you have made the job of ex- 
tending American goods into the four corners of the 
world a lot more difficult. 

Now, go into the exporting business. The cable 
companies will make money even if you don’t. 


Here's the Way We Widened Our Markets 


(Continued from page 45) selecting our dealers, in 
many cases giving exclusive rights to the line in their 
natural trade territories; providing a satisfactory mar- 
gin of profit; keeping the package out of cut-price chan- 
nels, and cooperating through point-of-sale displays, 
literature and direct mail service. 

To make the Rose Jar even more attractive to the 
housewife, as an original table service dish, we designed 
a handsome silver cover to be used after the original 
cap was removed. ‘This cover was notched to take an 
ordinary teaspoon. ‘This cover was merchandised 
through the dealer along with the preserves and the 
dealer made a satisfactory profit on the sale of the silver 
cover. Later on a silver holder was added to make a 
complete silver preserve service, which was a forerun- 





MAKE IT EASY FOR DEALERS TO 
PuT Your PRODUCT 


on the Spot 





Spots where more people 
see your product, stop to ex- 
amine it, and BUY—these are 
the spots that make extra 
sales and real profit for your 
dealers and yourself. 


WS 361. Pyramidal Floor Rack i is 16" 
deep, 27-1/2" wide, 44” high 


MAYONNAISE \ 
NO WwicH Sraego 


Picnige | 
D .. Womans”, 


Union Display Racks, de- 
signed for maximum display in 
the least possible space, fit 
right into attention-getting 
spots by the door, on the 
counter near the cash register 
or next to the parcel-wrap- 
ping space. They make a 
hard-to-resist bid for promi- 
nent display space. And they 
are low in cost. 


Write for suggestions, pic- 
tures, prices—NOW. 





DW 41209. Counter Display forJars 


UNION STEEL PRODUCTS CO. 


521 Berrien St. Albion, Mich. 


-at the 
Point of Sale 
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| BAG SEALING 
EQUIPMENT 


HEAT OR ADHESIVE 


for Cellophane, 
Sylphrap, 
Diaphane, 
Glassine, 
Kraft, etc., 

Paper BAGS. 





SEE OUR 

EXHIBIT 

H AT THE 

CHEMICAL 
SHOW 


STANDARD GLUE CRIMPER 


Speeds from ten to eighty per minute. Priced from $75.00 to 
$1800.00 at the factory. 


Simple in construction and operation. Investigate! No obligation. 
WHAT IS YOUR PACKAGING PROBLEM? 


Try AMSCO 
PACKAGING MACHINERY, Inc. 


122 Centre Street, New York, N. Y. (See our Machinery Display) 
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ner of the present use of premiums which are now sup- 
plied by many manufacturers at a small part of their 
ordinary retail value. 

Encouraged by our success with the Rose Jar, we 
turned to the ketchup bottle, which certainly had even 
less to recommend it than the old style preserve package. 
The principal objection to the ketchup bottle was the 
difficulty in pouring the contents, We again felt that 
the consumers who patronized our selected dealers trans- 
ferred their condiments from an original package to a 
service dish, and we had the idea that the Rose Jar was 
just as practical for ketchup as it was for preserves. We 
still feel that we were right, but we ran into unexpected 
resistance that required methods which were too ex- 
pensive to overcome. ‘The departure from the accepted 
package was too radical, and there was the illusion of a 
greater quantity for the same money in the tall ketchup 
bottle. Consumers were not reading labels at that time. 

We gave up the idea of the Rose Jar for ketchup and 
chili sauce, but originated another bottle which was 
beautiul and practical, but was not at such startling 
variance with the old familiar bottle. We incorporated 
a wide opening for freer flowing of the contents, and 
gave the bottle lines which were not only attractive, but 
fitted the hand for the ordinary use of ketchup direct 
from the bottle. We call the new package the “Vase 
Jar,” and again we dignified it by confining the label to 
the neck of the bottle, not diverting the eye from the 
natural beauty of the lines of the package. Again we 
must give credit to modern packaging or our success, 
although not in the same degree as the Rose Jar. The 
best result that came from our ketchup package was 
something for us and the trade to talk about, because 
ketchup was ketchup. It all looked alike and the con- 
sumer’s preference was the result of experience with a 
particular brand, With the Vase Jar we sold the pack- 
uge the same as we did with the Rose Jar. In othe 
words, we gave our trade something that set our ket- 
chup apart from any other brand he had. 

One basic feature of all this merchandising was that 
primarily we had a product equal or superior in quality 
to the brands on the market which were recognized as 
top. In other words, we knew and our dealers knew 
that once the consumer was acquainted with Arcadia, 
repeat business would come automatically, and that the 
only problem was quickly and economically construct- 
ing the avenue of distribution direct to the home table. 
This was accomplished through modern packaging and 
the merchandising ideas these beautiful and practical 
packages naturally inspired. Our other packages were 
redesigned along the same lines, but the Rose Jar and 
the Vase Jar are the outstanding examples. 

We were so successful with our containers, that we 
gave little thought to such labels as we used, although 
we did feel that our labels were dignified and in keep- 
ing with the character of our products. However, there 
was no family resemblance to our labels other hen the 
brand name. Recently our labels have been redesigned, 
and the entire line goes out under the same label, so 
that every package of Arcadia Farm Products, regard- 
less of its position in the store, stands out from other 
packages, and is quickly identified as such. 

Our unusual success with the Rose Jar reacted to 
some extent against us, as it was quickly adopted by 
other manufacturers, and it was used for such a wide 
range of products, some of which sold at very low prices, 
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that the Rose Jar lost its distinctiveness and was no 
longer a novelty. As we were in on the ground floor 
we were fairly well entrenched, but we no longer lay 
such stress on the Rose Jar as a table package and have 
dressed it up and tried to make it stand out from other 
similar jars, with the addition of our new label. 
The Kirgan packages are sealed with Phoenix Compo 
“band” caps. The group illustration, shown in color 
on the front cover of this issue, has been furnished 
through the courtesy of Phoenix Metal Cap Company. 


A New Stage in Men’s Wear Packaging 


(Continued from page 43) preceding year, have been 
refined in design and improved but not essentially 
changed. 

Within the first group will be found another varia- 
tion of the belt-boy combination—this time a simple red 
and gold set-up box with recesses in its bottom tray to 
hold both the belt and a series of marbles. The inten- 
tion, in both this instance and that of the checker box 
cited above, seems to be to strike a middle-of-the-road 
solution for those people who can never decide between 
purchasing a youngster a toy and a utilitarian gift. 
Pioneer, by making it easy to do both, for a single price, 
hopes to win a substantial portion of the trade that 
would ordinarily go to the playthings departments. 

Along the same line of thought, though designed for 
somewhat older juveniles (and even for adults) is a 
simple transparent cellulose wrapped package contain- 
ing a pair of garters and a leather keycase. Here, be- 
cause both occupy the same amount of space, it was a 
simple maneuver to combine two within one wrapping. 

Among the molded boxes added to the line, three 
interesting innovations appear. In one instance, a 
sensible means of combining a transparent cellulose 
boxing and a molded re-usable base has been devised. 
The rolled up belt is covered by the semi-circular trans- 
parent housing and both are fitted, in upright position, 
into an almost square, pedestal-type molded base. Re- 
moval of the belt and housing discloses the base as 
either a cigarette container, able to hold a pack of 
twenty, or a deep ashtray. 

Another package is an adaptation of a cigarette con- 
tainer. It consists of a cylindrical bottom designed to 
hold fully a hundred cigarettes and a top equipped 
with a ball-bearing spinning disc. A series of dice are 
indicated on the face of this molded wheel, so that a 
game may be played by spinning the wheel and observ- 
ing the set of dice that is found opposite a stationary 
arrow when the wheel comes to rest. Inside the box 
are integrally molded dividers, partitioning the interior 
into four sections and thus preventing the cigarettes 
from falling from the desired upright position. Sup- 
ported upon these dividers, is found the belt itself, 
mounted upon a light boxboard holder with a small 
pedestal of similar material to hold the buckle. Color 
contrast is achieved by means of a red center molding 
on the top, just inside of the spinning disc. The dice are 
slightly recessed into the face of the disc during the 
molding process and white coloring is wiped in to pro- 
vide a clear outline. 

Another novelty likewise utilizes a principle discov- 
ered in preparing a commercial molded product. This 








Designed by Paul Ressinger 


This Display of Molded Plastics 
Sells Parker Pens 


The Parker Pen Company of Janesville, Wis., finds this hand- 
some display of Bakelite Molded a powerful aid in merchandising 
its product at the point of sale. Its rich, lasting beauty withstands 
wear, insures preferred position on the dealer's counter, and pro- 
vides a perfect setting for the beauty of the pens themselves. 

Molded plastics, with their wide range of lustrous, permanent 
colors, and their universal appeal, may well provide the type of dis- 
play which will best sell your product. The same facilities which 
produced this striking display, are at your disposal. You are 
invited to submit your problem without the slightest obligation. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut St., Chicago, Ill. 




















ADHESIVE 
SERVICE 


It's our business to solve your 
adhesive problems. Making ad- 
hesives work under unusual con- 
ditions has been our specialty for 
many years. Perhaps we have 
the solution to your problem in 
our files. Your inquiry involves 


no obligation. 








UNION PASTE CO. 


MEDFORD, MASS. 


200 BOSTON AVE. 





NOVEMBER 1935 91 

















in the manufacture of 


CAN & BOTTLE 
CLOSURES 






)ET us quote you on your 
requirements. Hun- 
dreds of dies and molds 

available for Lead and Tin 
Collapsible Tubes, Aluminum 
and Nickel Plated Cork Tops, 
Polished Coppered Can, 
Sprinkler Tops, Screw Caps, 
Aluminum & Colored Zinc 
Capped Corks, Lead and Tin 
Coated Spouts, Metal Special- 
ties. Over 75 years’ experi- 
ence in meeting the needs of 
packagers. Call upon us for 


aid. 


CONSOLIDATED FRUIT JAR COMPANY 


New Brunswick * New Jersey 
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-- IS THE FIRST STEP IN 
EFFECTIVE PACKAGING 


For better visualization of ideas . for better reproduction 
of O.K.’d designs ... try Weber Artists’ Water Colors in doing 


roughs and finishes. 


Because these fine colors are pure, brilliant, true in color value 
they are the choice of leading artist-painters. And because of 
these same important qualities they are also the choice of leading 


package designers. 


F. WEBER CO. 


1220 Buttonwood St. 
PHILADELPHIA 


St. Louis Baltimore 


92 MODERN PACKAGING 





consists of a set-up paper box, covered with a highly 
glazed dark red paper. The lid of the box opens on 
the principle of a roll-top desk and consists of a series 
of rounded sections of phenolic resin, molded onto a 
light fabric strip. Thus a flexible closure of distinctly 
novel appearance is achieved, and the box is made 
sturdy enough to permit of re-use for any number of 
purposes after the garters it contains have been removed, 

Still another consists of a neat molded box well suited 
to use as a Cigarette container, and differing in no essen- 
tial, except one, from the usual box of this type. This 
one difference, however, changes an ordinarily good 
molding into something distinctly unusual from a mer- 
chandising point of view. It consists of a small metal 
bar which is pivoted to either side of the box and which 
extends, in horseshoe fashion, some inches above the 
box cover. Attached to this strip, by another pivot, is 
a small metal casting which fits—on its other end—onto 
the front edge of the cover. To open the box and keep 
it open, one has only to press back this casting. To 
lift and carry the box in closed position, the bar first 
mentioned, serves as a convenient handle. 

So much then, for the innovations. Each seems sen- 
sible and logical for the purpose it is inteded to serve. 
The choice of each is based not upon mere whimsy or 
supposition but on the years of experience the firm has 
had with other such innovations. Yet, as with every 
new thing, it remains to be seen whether the buying 
public will find these packages as desirable as it did 
those of years immediately past. 

This goes far towards explaining the second group of 
packages, thosé which involve no major changes in con- 
struction or purpose, For it must be remembered that 
the business of the company is the making and selling 
of belts and garters and braces and belt buckles—a busi- 
ness to which packaging innovations may be of major 
importance but must always be subordinated to the 
profitable operation of the belt, garter, buckle and brace 
making plants. Innovations are necessary as a hedge 
against complete change of taste and as a means of 
compelling attention to the line as a whole. Yet they 
must be balanced by an equal or larger number of more 
usual items as a hedge against the failure of innovations 
to catch on with the public and as a means of insuring 
a volume of sales in advance of any production. 

Thus the problem, in this second group, involves the 
application of surface change. Last year’s fairly com- 
plex papers are replaced by the simplest of flat surfaces, 
usually in combinations of two contrastingly colored 
papers. Pyroxylin golds and silvers and wood veneers 
find favor as do the recently invented foil strips which 
are labeled on to form the desired design, the stripes 
being cut from a continuous roll. 

For the younger set, three sprightly designs adorn 
open-faced folding cartons, wrapped in transparent 
cellulose sleeves, 

The combination of garters and pocket cigarette case, 
which proved extremely successful in the 1934 Christ- 
mas season, has been continued. 

Thus, a new stage in the development of packaging 
for the men’s accessory field may be discerned. Where- 
as, in the first few years of this development, every 
package was—of necessity—an innovation, today the 
manufacturer begins to rely upon the background of 
packaging experience which he has built up through 
several years. He still must innovate, but his risk grows 
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smaller both because he may rely upon older and 
slightly changed items to serve as background for his 
line and because analysis of the results obtained in 
previous seasons tells him—with increasing accuracy— 
how to design a successful gift package. 

Credit for materials and containers. Box cover 
papers: Keller-Dorian Paper Co.; Hampden Glazed 
Paper & Card Co.; Artcote Papers, Inc.; Hazen Paper 
Co.; C. R. Whiting Co.; Walther & Co., Inc.; Wyomis- 
sing Glazed Paper Co.; Louis Dejonge & Co.; Japan 
Paper Co. Paper boxes: Waterbury Paper Box Co.; 
Albert Eichhorn & Son; George W. Plumly Co. Car- 
tons: National Folding Box Co.; Albert Eichhorn & 
Son. Cloth: Holliston Mills, Inc.; Pocono Co. Foil 
stripes: Stanley Manufacturing Co, Molding materials: 
General Plastics, Inc.; General Electric Co.; Celluloid 
Corp. Molders: General Electric Co.; Mack Molding 
Co.; A. L. Hyde; Northern Industrial Chemical Co. 


From Cork Oak to Closure 


(Continued from page 41) cases where cork is affected 
by chemicals, it can be said that cork is decidedly re- 
sistant to the action of most chemicals and will give 
satisfactory service in sealing containers for a wide vari- 
ety of products. 

Unlike many materials, cork is not subject to progres- 
sive deterioration and, hence, does not become less 
efficient as time goes on. Generally speaking, cork is 
not affected to any practical degree by temperature 
humidity, and atmospheric conditions. 

Many of the physical characteristics described above 
are responsible for the continued success of cork clos- 
ures for the modern glass container. In Spain, all corks 
were once cut entirely by hand. All the members of 
Spanish peasant families would engage in this occupa- 
tion—developing remarkable skill in turning out hand- 
cut cork stoppers. A good workman could produce 
from 200 to 500 corks per day. High speed machinery 
in the present-day cork factory has reduced this craft to 
a mere handful of survivors, 

After careful grading at the cork factories, the slabs 
of cork receive a steam bath, following which they are 
sliced into strips. These strips pass before a rotating, 
tubular punch which bores out cylindrical pieces with 
straight sides. In these strips, the pores of the cork run 
through each piece from top to bottom. Thus, when 
the cork stoppers are punched out, the cork pores run 
across the diameter of each stopper. An exception to 
this condition exists in the manufacture of specie or 
jar corks. In this case a large diameter is necessary and 
the corks are punched from the flat side of a cork strip 
so that the pores run from the top to the bottom of the 
cork. Straight corks are used for some purposes, but the 
greatest demand is for the familiar tapered corks. 

Tapering is a separate operation. The straight sided 
cylinders of cork pass into a machine which holds and 
turns them at just the right angle against the edge of a 
revolving circular knife. A delicate shaving curls away 
from the blade, leaving the cork with its sides smoothly 
tapered at the desired pitch. 

Next, the corks are washed in a solution that bleaches 
and sterilizes them. This is followed by drying and, the 
final step, sorting. It is highly important that corks be 
sorted in order that they may be properly graded and 








CHRISTMAS Cellophanes and 
Special Holiday Papers 


will be sheet cut this year in greater proportions than 
ever before on the 


Beck Automatic Roll Sheeters 


Such materials cost money and should not be wasted thru wan- 
ton inaceuracies in sheeting. The Cut Register Attachment on a 
BECK machine will permit “spot cutting” with surprising accuracy 
and so overcome waste. In the case of paper, the Curl Remover 
takes the most obstinate curl out and leaves the sheet perfectly flat 
for handling afterward. 


Do You Want to Cut Your Labor Costs? 


Then investigate these facts for yourself today. 





Our DEMI SHEETER for Small Work 
CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 
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Save 20% to 30% 
on Printing Costs 


Labels, wraps, cartons, bags, 
etc., like these are being printed 
in million quantities on Cham- 
bon Automatic Printing and 
Cutting Machines. Designed 
for private printing plants, 
they enable users to control 
their printing costs and quality 
closely. Savings of from 20% 
to 30% over previous costs are 
common. To users sending 
samples and production re- 
quirements we are glad to send 
full details. Write to CHAM- 
BON CORPORATION, 911 
New York Avenue, Union 
City, New Jersey. Western Of- 
fice at 608 So. Dearborn Street, 
Chicago, IIl. 
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A Perfect Host For 
Your Convention 


As one of Atlantic City’s finest and best managed Boardwalk 


hotels, the President is splendidly equipped to be a gracious 
and efficient host to your convention. Meeting halls, display 
rooms and private dining rooms combined with complete hotel 


service furnished to suit your occasion. 


Swimming Pool—Salt Water Baths—Sun Decks 
Bar, Grill and spacious Cocktail Lounge 


For special Rate Plan and other information write to 


P, esident 


ATLANTIC CITY, NEW JERSEY 

















IN PHILADELPHIA 
It’s the 


- ST. JAMES - 








WALNUT STREET AT 13th 


You will appreciate the modern comfort and convenience 
of the St. James—the light, cheerful airiness of the 
large rooms—its unexcelled location—and the 
thoughtful solicitude of the staff. 


Room and Bath. (Tub and Shower) from $2.50 


Personal Direction of 


MICHAEL J. BODEN 
AIR CONDITIONED BAR AND GRILL 
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those with imperfections eliminated. Corks are sorted 
into twelve grades or more, each grade being used for a 
specific sealing purpose. When corks are carefully 
graded, the user can be sure that every cork in his sup- 
ply is of the correct type to provide a secure seal for his 
packages. Cork sorters are highly skilled operators, 
usually women. They examine the corks as they come 
in baskets from the dryers and in the flash of an eye de- 
termine to which of nine standard grades they belong. 
Experienced sorters can handle over 35,000 corks daily. 

Many different types of cork closures are in use today 
for a wide variety of products and containers. Each 
has a specific sealing function to perform and this is 
accomplished by a number of shapes and combinations 
of corks with wood and metal tops. 

The first group, which may be classified as straight 
and tapered corks, has a wide range of users. ‘Tapered 
corks are used chiefly for sealing prescription bottles, 
drug products and patent medicines. Shell corks, round- 
top corks, and wedge-top corks are employed mainly to 
lend a decorative effect along with their sealing proper- 
ties to such products as toilet preparations, cosmetics 
and perfumes. Cemented corks and specie or jar corks 
are used chiefly for food products and a large group of 
miscellaneous items. 

Straight corks and flange corks are used to seal whis- 
kies, gins, brandies, sweet or still wines and liqueurs. For 
champagnes, champagne corks (tierage and expedicion) 
are employed. The bottling of champagne is a difficult 
and painstaking process. The first bottling is only tem- 
porary and a tierage or “temporary cork” is placed in 
the bottles. Later, when the champagne is rebottled, 
an expedicion or “permanent cork” is used. Each ex- 
pedicion cork is of the finest quality and has been thor- 
oughly tested to make sure that it is absolutely air-tight 
and leak-proof. The expedicion cork is wired firmly in 
place on the champagne bottle so that it cannot be 
loosened by gas pressure from within the container. 

The effective sealing surface of a properly fitted cork 
extends over a wide area inside the container neck. The 
cork tends to expand in the neck and grips the glass 
with a suction hold that is rarely disturbed by accidental 
jarring in transit. Leakage and evaporation rarely 
occur with corked containers. 

Metal top corks are widely used in Europe for sealing 
liquor. The metal top may be lithographed or em- 
bossed in special designs, making a private closure. 

One of the most popular closures in the liquor field 
today is the embossed-top cork. The embossed-top cork 
possesses all the advantages of a good cork, plus the 
practical merits of a colorful, handsomely embossed 
hardwood top. Decorated in one or two colors with 
names, trade marks or distinctive designs, they add clos- 
ure beauty to the modern container and are easily re- 
moved or replaced by the bartender or consumer. The 
overhanging skirt on the top of an embossed-top cork 
keeps the bottle lip clean and facilitates removal. They 
are ideal for sweet wines, whiskey, and gin as well as a 
host of drug and food products. 

Cork, either plain or faced, is an efficient lining mate- 
rial for most products. Cork liners—either plain, paper 
spot, blocked tin spot, or aluminum spot—are exten- 
sively used in the crowns that seal carbonated beverage 
and beer bottles. A large percentage of metal and 
molded plastic caps are also equipped with natural cork, 
or composition cork liners. 
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ACME STEEL Co. 

ALUMINUM CO. OF AMERICA 

ALUMINUM SEAL CO. 

AMERICAN CAN CO. 

AMERICAN COATING MILLS, “INC., CARTON DIVISION 
AMERICAN RECORD COR ; 

AMSCO PACKAGING MACHINERY, INC. 

ANCHOR CAP & CLOSURE CORP. . 


BECK MACHINE oo. oo 
BOSTITCH SALES C 

BOYNTON & COMPANY 
BROOKS & PORTER, In 
BUEDINGEN CoO., INC., ERD. 


CAPSTAN GLASS CO. 

CHAMBON CORP 

CHICAGO MOLDED PRODUCTS CORP. 
COLTON CO., ARTHUR . ‘ 
COMMERCIAL SOLVENTS CORP. 
CONSOLIDATED FRUIT JAR CO. 
CONTAINER CORP. OF AMERICA 
CONTINENTAL CAN CO. . . 
CROWN CORK & SEAL CO. 


EGYPTIAN LACQUER MFG. CO., THE 


FERGUSON CoO., 
FORT ORANGE PAPER co. 


GENERAL ELECTRIC Co. . 
GENERAL PLASTICS, INC. . 


HAMPDEN peo aa & CARD CO. 
HEEKIN CAN CO., 

HERCULES POWDER. CO., INC. 
HOLLISTON MILLS, INC., THE 
HYGIENIC TUBE & CONTAINER CO. 


IDEAL STITCHER & MFG. CO ; 
INTERNATIONAL FOLDING PAPER BOX CO., INC. 


KIEFER MACHINE Co., KARL 
KIMBERLY-CLARK CORP. ‘ 
KURZ-KASCH COMPANY 


LOWE PAPER C' ake 
LUSTEROID CONTAINER CO., INC. 


MIDDLESEX PRODUCTS Co. 
MILLER WRAPPING & SEALING MACHINE CO. 
MUNDET CORK CORP. . 


NATIONAL PACKAGING MACHINERY CoO. 
NAUGATUCK CHEMICAL CO. . 
NATIONAL METAL EDGE BOX CO. 

NEW ENGLAND COLLAPSIBLE TUBE CO. 


OWENS-ILLINOIS GLASS CO. . 


PACKAGE MACHINERY CoO. 
PHOENIX METAL CAP CO. 
PNEUMATIC SCALE CORP., LTD. 
PRESIDENT HOTEL . 


REDINGTON CoO., F. B. 

RESINOX CORP. 
RICHARDSON-TAYLOR- GLOBE ‘CORP. 
RIEGEL PAPER oS me « 

RITCHIE & CO., 

ROYAL & CO., THOMAS M. 


ST. JAMES HOTEL ; 
SHERWIN-WILLIAMS ‘CO., THE . 
STANDARD-KNAPP CORP. . . 
STOKES MACHINE CoO., F. J. 
STOKES & SMITH CO. . . 


TOLEDO SYNTHETIC PRODUCTS, INC. 


UNION PASTE CO. 

UNION STEEL PRODUCTS CO. 

U. P. M. KIDDER PRESS CoO., 

U. S. AUTOMATIC BOX MACHINERY Cco., 
U. S. BOTTLERS MACHINERY CO. 

U. S. RUBBER PRODUCTS, INC. 


WARNER BROTHERS CoO., THE . 
WEBER COMPANY, F. ; 
WHITE CAP COMPANY 
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A House Tells a lot.... 
About the People That Live In It! 





ENTRANCE TO MAIN PLANT OF FORT ORANGE PAPER COMPANY 
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Our house has grown with the years from a tiny paper mill 
into one of the greatest, best equipped folding carton plants 
in the country. Our historic gateways, time honored build- 
ings, giant oaks and maples form the setting for an unusual 
combination—a plant and a staff combining the standards of 
craftsmanship and tradition with the advantages of modernity. 


Here, since 1858, men and women have spent their lives doing 
their work well. Our hundreds of carton craftsmen continue 
to carry on that living, growing tradition . . . only in more 
modern ways. In this pleasant, inspiring place we now pro- 
duce three or four million cartons every day . . . three to 
four millions of the best! Why not let us handle yours? 


FORT ORANGE PAPER COMPANY 
CASTLETON ON HUDSON, N. Y. 


MANUFACTURERS OF 
PAPER BOARD, FOLDING PAPER CARTONS AND DISPLAY CONTAINERS 


NEW YORK CITY BOSTON 












































MODERN PACKAGING 





















































THE CUNEO PRESS, INC. 





PACKAGES 
DON'T 
TALK 


Swank's collar clasp and tie clip are sold in 
this rich and colorful Durez box. Men like the 
“quality” look of this package. Its pleasing 
design and durable, glossy finish make it an 
ideal cigarette box when the collar clasp and 
tie clip are removed. 


Ths new Durez molded box was designed 
pr narily to keep the delicate micrometer, 
wt ‘ch it houses, out of harm's way. Its strength, 
lightness and lasting finish make Durez the 
most practical material for this packaging job. 






designed boxes molded of Durez almost talk 
ustomer’s hand. And it’s easy to see why 
catch the customer's eye with their sleek 

tra quality” look makes him buy. The 
packaged in Durez has been proved 

dise ranging from tie clasps to tools. 


limited possibilities for outstanding, 
boxes or round, with a wide selec- 
boxes with designs, ribs, facets, or 
eek finish which will not dull... all 
ailable in boxes molded of Durez. 


2 your product new life, and will stimu- 
ow you how versatile Durez can help 


Droblems ... write General Plastics, Inc., 
Brth Tonawanda, N. Y. 




















FIRST to come from the 
beryllium copper mold, de- 
veloped by the Gorham 
Company, is the green 
Plaskon cover of the Cameo 
Silver Chest. It is gratifying 
that Gorham has taken this 
interesting step for- 


ward to provide a 
better and vastly 
more economical 


method of producingrichly- 
ornamented packages, in 
plastics. The Cameo cover 
is molded for the Alvin Cor- 
poration by Associated 
Attleboro Manufacturers 
in Attleboro, Massachu- 
setts. The contrast- 
ing base is an an- 
tiqued light brown 
mahogany finish. 


PLASKON* MOLDED COLOR 


TOLEDO SYNTHETIC PRODUCTS, INC., TOLEDO, OHIO 





